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ABSTRACT 
INFLUENTIAL FACTORS AND INFORMATION AFFECTING 
ENROLLMENT DECISIONS OF STUDENTS ACCEPTED AT 
NORTHERN ESSEX COMMUNITY COLLEGE 
(February 1985) 
Richard L. Pastor, B.S., MBA, University of New Hampshire 
Ed.D., University of Massachusetts 
Directed by: Professor William Lauroesch 
The purpose of this study was to determine whether 
there were any differences in the influential factors 
and sources of information affecting enrollment decisions 
of enrolled students versus not-enrolled students, and 
if there were any differences in the influential factors 
and sources of information affecting the enrollment decisions 
of traditiona1-age students versus non-traditional-age 
students who were accepted for enrollment as "new” students 
at Northern Essex Community College for the Fall 1983 
semester. 
This study was needed to learn if the factors that 
influence the enrollment decisions of two-year college 
students applying to Northern Essex Community College 
were different from those known to influence four-year 
applicants. 
An overall response rate of 66.^% (72.6% for enrolled 
students and 50.4% for not-enrolled students) was achieved. A 
multivariate analysis of variance was 
iv 
used to test the 
six null hypotheses. Several conclusions can be inferred 
from the findings: 
1. Major segmentation efforts do not have to be made 
with respect to the factors of influence. The major factors 
which influence enrolled and not-enrolled students are 
the same, and the factors which influence traditional 
and non-traditional students are similar except for concern 
about transfer and course accessibility. 
2. Students significantly differentiate themselves as 
to the sources of information which provide a favorable 
influence. The only source cluster that was not used 
to any significant degree differently was Recruiting 
Publications, which was always the second highest rated 
cluster. As a result all sources become important and 
need to be examined closely so that each can be used 
to its own particular advantage. Favorable contact with 
the financial aid office, favorable advice from a high 
school source, and favorable contact with on-campus recruit¬ 
ment sources will influence students to enroll. Favorable 
contact with official college information sources will 
favorably influence non-traditional students to enroll. 
3. Northern Essex Community College would benefit from 
the establishment of a comprehensive enrollment management 
plan that would integrate marketing, recruitment, and 
retention functions. 
v 
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CHAPTER I 
THE PROBLEM 
The process of choosing a college has received increasing 
attention with the emergence of the use of "marketing" 
in higher education, and the realization that the aggregate 
pool of traditional—age college students will be decreasing 
through the current decade. The marketing challenge 
presented by this imminent and long-range demographic 
and economic condition has led many researchers to believe 
that a better understanding of the college selection 
process will help them manage the college’s involvement 
in these processes more effectively (Litten, 1982). 
"The student decision-making process with respect 
to college choice is a complex, slightly understood phe¬ 
nomenon. It seems, however, that prospective students 
do want specific information and that the information 
does make a difference in their decisions" (Mayhew, 1979:- 
176). The college bound student must start with the 
decision to go to college, decide which college or colleges 
to apply to, and finally, choose one college to attend. 
The problematical nature of the college choice process 
was well summarized by Astin (19oJ>: 
1 
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For many students, the problem of selecting the 
"best" college is confounded by factors that probably 
have little to do with quality. These factors would 
include the cost of attending the college, proximity 
of the college to the student's home, likelihood 
of gaining admission to the college, and so on. Since 
the importance of each of these factors undoubtedly 
varies greatly from one student to another, it is 
difficult to prescribe any set procedures for taking 
them into consideration. The point „ :.v.ep in mind 
is that considerations other than quality of the 
actual educational experience offered by the institution 
may carry some, or even all, of the weight in determining 
the student's choice, (p. 87) 
The ability to attract and ultimately enroll potential 
students will determine the future of a college in the 
coming yeans. The choice of a specific college depends 
on student characteristics and multiple external influences. 
The external influences are composed of significant persons, 
characteristics of the college, and the institution's 
own efforts to communicate with prospective students. 
The Nature of the Problem 
Northern Essex Community College is a public, two-year 
college located in northeastern Massachusetts. The day 
school population has increased over the past decade 
to over 3500 students. An integral factor in the overall 
enrollment picture is the percentage of accepted students 
who actually enroll. As Table 1 indicates, the number 
of acceptances has steadily increased, as has the number 
of enrolled "new” students, while the conversion rate 
has remained relatively steady. 
The college needs to determine what factors, strategies, 
and perceptions are most important to the student consumer 
throughout the college choice process. An understanding 
of the college choice process requires an understanding 
of the multiple influences 
Table 1. Percentage of Accepted Students Who Enrolled 
at Northern Essex Community College 
Students "New" Students Percentage 3 Year 
Accepted Enrolled Enrolled Moving Average 
1973 1 982 
1974 203 1 
1975 2558 
1976 2504 
1 977 2458 
1978 2376 
1979 2593 
1 980 2742 
1981 2627 
1 982 281 4 
1983 2980 
Total 27655 
1313 66.2 
1 519 74.8 
1759 68.8 
1819 72.6 
1723 70.1 
1709 71.3 
1710 65.6 
1812 66.1 
2023 77.0 
2020 7 1.8 
2134 7 1.6 
1 9532 70.6 
69.9 
71.9 
70.5 
71.6 
69. 1 
67.7 
69.5 
71.6 
73.5 
that affect students’ decisions. Without the use of 
a systematic model of the influences on college choice, 
Chapman ( 19 81 ) states, "Colleges may overlook ways to 
increase the effectiveness of their recruiting, or conversely, 
overestimate the influences of the recruiting activities 
in which they do engage" (p. 488). 
The literature contains a significant number of 
articles and research studies dealing with the five or 
ten most influential college characteristics, but very 
few studies review the importance of providing information 
on these important characteristics. 
A college is never going to be able to meet the 
needs of every potential student. But, it is one thing 
to lose a potential student because the college does 
not have the institutional characteristics or program 
of study desired by the student, and quite another to 
lose students because of misperceptions or inadequate 
information. 
Currently at Northern Essex Community College there 
is no fundamental strategy being used in the development 
of a coordinated recruiting plan, marketing plan, publication 
plan, advertising plan, or long-range enrollment plan. 
The lack of a comprehensive "plan of attack" has not 
affected our student demand. It may well be that Northern 
Essex Community College has lived up to the prediction 
by the Carnegie Foundation (1975:81) that the institution 
capable of maintaining or increasing enrollment in the 
eighties will have, among others, the following favorable 
pattern of attributes: 
1. Attracts all ages rather than only those 
18-21 , 
2. Provides for part-time rather than only full-time 
students, 
3. Has public support rather than not, 
4. Is an effective size rather than reasonably large, 
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5. Is located in an urban rather than a rural area, 
6. Has comparatively low tuition and few local compet¬ 
itors rather than high tuition and many local 
competitors, 
7. Is related to the health professions rather than 
not, and 
8. Is in sound financial condition rather than not. 
While the enrollment growth at Northern Essex speaks 
for our "success," at the same time there are many "failures, " 
or, if failure is too strong a word, there are many "missed 
opportunities." Many of the students accepted each year 
subsequently do not enroll, and one-third of the full-time 
day population is "lost" each year for other than academic 
reasons. Due to the nature of our student body, many 
of these "losses," may be students who achieved their 
academic goal prior to graduation, rather than students 
who were dissatisfied with the academic environment of 
Northern Essex. A better understanding of why students 
choose to enroll, and a better communication effort before 
and after enrollment could offer significant benefits 
to the college. 
Effective communication between the institution 
and the people in its market is fundamentally important 
in the marketing plan of each college. There are a number 
of elements that permit communication with a given audience 
to be effective. Included among these conditions are 
the following: the communication must contain information 
that is demanded by the audience; the information should 
be carried via a medium that is credible to the audience, 
accessible to them, efficient, and economical (Litten,1982). 
Information colleges provide to prospective students 
is often incomplete, insufficiently detailed, not clearly 
presented, or presented at the wrong time. Failure to 
provide accurate and comprehensive information to students 
can result in an unwise 
choice of college or program of study and, consequently, 
low student morale, high attrition rates, and future 
recruiting problems (Lenning and Cooper, 1978). 
Gorman (1974) has suggested market segmentation 
and product differentiation as alternative approaches 
to match the institution's particular resources and advantages 
to we11-de1ineated target markets. "A market segment 
is a group of people who exhibit characteristics, behavior, 
desires, needs, perceptions, and other phenomena that 
are similar within the group but are distinct from the 
rest of the market or from other groups in the market. 
Segments may be defined on the basis of objective attributes 
(race, age, sex, occupation, education, religion) or 
subjective phenomena (values, perceptions)*1 (Litten, 
Sullivan and Brodigan, 1983:15). Market segmentation 
should be used when specific target markets can be identified 
and it is possible to adjust the offerings of the Institution 
to fit the needs of the group. The adjustment Is the 
development of curriculum and programs based on the needs 
of the students. 
Product differentiation is the appropriate technique 
to use when the college is able to determine that it 
has unique assets which will differentiate it from other 
colleges. Gorman (1974) suggests that any combination 
of assets may provide the basis for building a differentiated 
offering in the perceptions of potential student consumers. 
Having identified the assets of the college, the approach 
is primarily one of promotion. 
The use of product differentiation or market segmentation 
strategies will be effective to the extent that they 
meet the desires of the marketplace. Gorman recognizes 
this and makes a strong case for the use of marketing 
research to identify the nature of the environment in 
which the institution operates. 
Matross (1980) concluded his study by stating: 
A university's problem of marketing is inextricably 
intertwined with the student's problem of making 
an intelligent and informed choice. Educators 
face the challenge of portraying their institutions 
in ways that work for the best interests of the 
university and the student alike, (p. 251) 
Litten, Sullivan, and Brodigan (1983) submit that 
four basic marketing strategies can be implemented to 
expand an institution's market; combinations of the several 
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approaches are also possible. 
1. Find people who seek your institution’s benefits 
but who now aren't getting them or don't know 
where to get them; make these people aware of 
your institution and facilitate their access 
to it. 
2. Find people who seek your benefits and are now 
going to the competition to obtain them; then 
a. provide a better set of benefits than the 
competition; 
b. provide the same benefits at lower costs; 
c. provide better benefits at lower costs; 
and then make people aware of your institution 
and facilitate their access to it. 
3. Identify benefits that people want, which are 
not now being provided in the market and which 
are different from the benefits now provided 
by your institution; provide them. 
4. Convert people who now do not prefer your institu¬ 
tion's present benefits into people who do. (p. 18) 
Purpose of the Study 
The purpose of this study has been to determine 
whether there are any differences in the influential 
factors and sources of information affecting enrollment 
decisions of enrolled students versus not-enrolled students, 
and if there are any differences in the influential factors 
and sources of information affecting the enrollment decisions 
of traditional-age students as compared to non-traditional 
(22 and over) age students who were accepted for enrollment 
at Northern Essex Community College for the Fall 1983 
semester. 
More specifically, this study provided Northern 
Essex Community College with the Information necessary 
to evaluate its information management system. Other 
significant objectives of the study were: 
to learn how to better manage enrollment by under¬ 
standing the criteria students use in making their 
college choice decisions, 
-- to provide practitioners with clear data defining 
the factors influencing college choice for Northern 
Essex Community College students as opposed to those 
found in the literature for four-year colleges and 
universities, 
to provide the knowledge necessary to determine 
if market segmentation or product differentiation 
efforts should be considered as part of an overall 
marketing strategy, 
— to provide data for use in the development of 
a strategic planning process, 
-- to learn how to better target marketing efforts, 
admissions, publication, and advertising plans, 
and 
-- to receive feedback about current media sources 
so that they can be adapted, updated, and targeted 
as necessary. 
The Need For and SignifjnanCe of the Study 
"The boom in two-year college enrollments is over, 
at least for the time being" (Watkins,1984:1). This 
statement in The ChrQnjcle pf Higher Education suras up 
many of the issues now facing public two-year colleges. The 
entire enrollment drop in 1983 reported in the Watkins 
article occurred at public colleges, while the private 
colleges were experiencing an increase in enrollment. 
Community college officials quoted in the Watkins 
article do-not view the current decrease in students 
as a one time occurrence. They point to a number of 
factors that are now working against a continuing increase 
in students — fewer high school graduates, increasing 
costs, an improving economy, and stiffer competition. 
"Yet, a significant number of administrators are 
reluctant, if not opposed, to developing a sophisticated 
marketing research strategy. More surprisingly, according 
to a recent report of the Association of Governing Boards, 
most leaders in higher education are remarkably complacent 
or do not recognize the significance of this overall 
situation" (Marshall and Delman, 1984:317). Less than 
one-sixth of campus chief executive officers participating 
in a 1982 survey indicated that they expect to lose enroll¬ 
ments, while the remaining respondents indicated that 
they expect their institutions to grow or at least remain 
stable in terms of enrollments (Breneman, 1982). 
Richard L. Alfred (In Watkins, 1984), an associate 
professor of higher education and director of the community 
college program at the University of Michigan, has attributed 
the enrollment increases in the private junior college 
in part to more professional marketing practices. He 
states: 
The private two-year colleges know how to market 
the total campus environment. They stress student 
services. They say you will be taken care of and 
nurtured. You will experience social, cultural, 
and academic growth. The private college approach 
makes a distinct impression on high school students, 
and adult learners are not rebuffed by it either 
(p. 16) 
During the past decade, community colleges operating 
under the influence of the philosophic commitment to 
be all things to all people, have vigorously pursued 
the expansion of missions, activities, and clientele. Events 
of the past decade have left community colleges with 
more part-time students who require the same services 
as full-time students, but do not generate the same revenues, 
and with increasing numbers of remedial students whose 
previous educational attainments make them more costly 
to serve effectively. "Increasing administrative costs, 
reduced student services, declining book acquisitions 
in libraries, and increased use of lower paid adjunct 
faculty all provide evidence of the tension that exists 
between continued expansion and available resources, 
and this tension is at the core of marketing efforts 
in an era of limited resources and fiscal contraints" 
(Richardson and Doucette, 1981:18). 
As a result several major reasons existed for conducting 
research on the college choice decision-making process. 
The most obvious was a desire to improve the college's 
image and position in the market place. Given the changing 
environment (changing federal support to student financial 
assistance, declining pool of high school graduates, 
and perhaps statewide entrance requirements to higher 
educational institutions) the management of enrollment 
will take on a critical importance in the near future. 
A second goal was to provide a framework for the 
evaluation of existing marketing activities. With limited 
resources for implementing marketing strategies, it becomes 
necessary to identify those activities and media which 
are most efficient in terms of meeting institutional 
objectives related to enrollment. "Given the present 
concerns for budgeting within most institutions, the 
opportunity to identify the most cost-efficient programs 
would seem to be a prudent activity" (Lolli and Scannell, 
1983:137). 
The opportunity to confirm the intuitions we hold 
concerning why students enroll at Northern Essex Community 
College is necessary if we are to continue to provide 
the services needed and desired by students. An institution's 
staff cannot provide adequate information to prospective 
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students until it is known specifically who needs what 
information. 
For the college to define and contact its various 
market segments, it must know how the prospective students 
in each segment are influenced. The information can 
then be used to determine the groups of prospective students 
to be contacted, the marketing strategies to be used, 
and the particular programs and characteristics of the 
college to be emphasized. 
Kotler (1980) states that a marketing information 
system is "a continuing and interacting structure of 
people, equipment, and procedures designed to gather, 
sort, analyze, evaluate, and distribute pertinent, timely, 
and accurate information for use by decision makers to 
improve their marketing planning, execution, and control" 
(p. 100). The establishment of a marketing information 
system is an essential element of the effective use of 
marketing for a college. Since the needs of a given 
institution are quite likely to be unique, pinpointing 
objectives, determining the information needs required 
to obtain those objectives, collecting the needed data, 
and effectively interpreting and disseminating that infor¬ 
mation are critical (Wofford and Timmerman, 1982). Hud¬ 
dleston (1976) emphasized the importance of each individual 
college obtaining its own specific information for a 
marketing program to be successful. 
11\ 
Virtually no research has been done as to why admitted 
students decide to attend, or not attend, community colleges. 
Effective recruitment and marketing, however, is partially 
based upon a college's knowledge of the effect its current 
image, programs, and services have on individuals contem¬ 
plating enrollment. Therefore, a study of influential 
factors on the enrollment decisions of admitted students 
should prove beneficial. Since significant suras of money 
are spent each year on the entire enrollment process, 
knowledge concerning the cost effectiveness of individual 
recruitment-efforts and areas of emphasis is important. 
Put into a marketing viewpoint, if we do not understand 
why our customers buy or do not buy our product, we will 
not be able to change those attributes which, when changed, 
can be expected to create an increase in our sales (enroll¬ 
ment) . 
Research Questions 
The purpose of this research has been to answer 
the following questions: 
1. Is there a difference between the enrolled students 
and the not-enrolled students in the degree to 
which categories of influential factors are seen 
as influential in the college choice process? 
2. Is there a difference between the enrolled and 
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not-enrolled students in the degree to which 
categories of preferred information media are 
used in the college choice process? 
3. Is there a difference between the traditional 
and non-t r ad i tional students in the degree to 
which categories of influential factors are seen 
as important in the college choice process? 
4. Is there a difference between the traditional 
and non-traditional students in the degree to 
which categories of preferred information media 
are- used in the college choice process? 
5. Is there an interaction between enrollment status 
and age in the degree to which categories of 
influential factors are seen as important in 
the college choice process? 
6. Is there an interaction between the enrollment 
status and age in the degree to which categories 
of preferred information media are used in the 
college choice process? 
Delimitations 
As a means of focusing this study and providing 
a manageable task certain limits have been imposed on 
the study: 
1. This study is limited to those factors of influence 
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and sources of information included in the question¬ 
naire. In individual cases other factors and 
sources of information may have impacted the 
student during the college choice process. 
2. Since only one community college population is 
being investigated during a single fall semester, 
the findings of this study cannot be broadly 
generalized to other community colleges or to 
four-year colleges and universities. Similar 
results, however, might be anticipated at comparable 
colleges. 
3. This study attempted to determine which factors 
and sources of information the students perceived 
as important during the college choice process, 
and does not attempt to evaluate the accuracy 
of these perceptions. 
Basic Assumptions 
During the design and analysis of the study some 
basic assumptions were made: 
1. That the students have responded thoughtfully 
and accurately to the questions. 
2. That there will be the inclination of students 
to justify their decisions by placing the college 
in a favorable or unfavorable light according 
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to their college choice. This tendency is referred 
to as cognitive dissonance or post-purchase behavior 
as described by Kotler (1980). 
Definition of Terms 
^ • Accepted Student;. An applicant who has been officially 
approved for admission to Northern Essex Community 
College. In this study the term refers only to 
students who are accepted into an Associate Degree 
Program. 
2• Enrolled Student: A student who is accepted and 
registered as a part-time or a full-time student. 
3. Marketing; The formal, conscious effort to determine 
the needs and desires of an institution’s consumer 
markets coupled with the effort to more efficiently 
meet those needs and desires. It involves research, 
responsiveness and communication. 
k. Marketing Strategy: A continuing and interacting 
structure of people, equipment, and procedures 
designed to gather, sort, analyze, evaluate, 
and distribute pertinent, timely, and accurate 
information for use by decision makers. 
5. New Student: A student who was not enrolled in 
the immediate past semester. Included as "new" 
students are first-time freshmen, transfers, 
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re-admits, and graduates entering a new major. 
^• Non-Traditjonq]_Student: A student who is age 
22 or over, or a student under age 22 with a 
dependent child. 
7* N_ot- Enrolled_Student : An accepted student who 
did not enroll as a part-time or a full-time 
student. 
8. Traditional Student: A student who is 21 years 
of age or less, with no dependent children. 
CHAPTER II 
REVIEW OF THE LITERATURE 
This chapter is a review of the literature pertinent 
to the study of student college choice and decision-making. 
The chapter is divided into seven major sections, each 
dealing with a different aspect of the college choice 
process. 
The first section is a review of the models that 
have been suggested to provide an insight into the complex 
decision process each student must use in the choice 
of a specific college. The next two sections review 
the many factors and aspects that other researchers have 
found to be a significant influence in the choice or 
rejection of their respective colleges. The way in which 
student perceptions of academic reputation, distance 
from home, career improvement, financial aid, social 
activities, and other factors interact are explored. 
The issue of image, which is often quite nebulous, 
and the impact of price are reviewed separately, followed 
by a discussion of how to improve the quality of information 
students receive about various colleges. The final section 
looks to the sources of information that students prefer 
to use to obtain information about the college choice 
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factors that are important to them. 
The vast majority of articles, papers, and other 
literature have researched traditional students at four-year 
colleges and universities. Very little research has 
been aimed at the public, two-year college which enrolls 
a significant number of non-traditional students. 
Modeling College Choice and Decision-Making 
Decision-making can be a simple process for some 
people. For others it is a potentially frustrating and 
sometimes overwhelming experience (Goulet and Head,1980). 
To make a good decision one needs information regarding 
all options available. Similarly, to fully understand 
the process of decision-making, one needs to understand 
the complex factors at work upon and within the decision 
maker. 
Gelatt ( 1 966 ) in his review of student decision-making, 
concluded that decision-making is a long term sequential 
process that is affected by the individual's progressive 
experiences in terms of: (a) what he does and how he 
does it; (b) the condition under which he does it; and, 
(c) how he feels about his experiences. 
Gelatt went on to state that "although relevant 
information cannot guarantee good educational decision-making, 
it is a prerequiste to it. This calls for a continual 
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search for relevant information and assistance to students 
in organizing and making use of the information. For 
"good” decision-making the individual needs adequate 
information and an effective strategy for organizing 
and synthesizing the information to arrive at a choice 
of action" (Gelatt,1966:7). 
The decision to enter college is the cumulative 
result of the influence of a large number of interacting 
variables over an extended period of time. Trent (1970) 
discusses three sources of influence on college choice 
-- family and peers, the community and school environment, 
and personal traits. After reviewing numerous studies 
Trent concluded that the prevalent factors relating to 
college attendance were: aptitude, socioeconomic status, 
high school scholastic achievement, motivation, peer 
group influence, parental influence, and community charac¬ 
teristics. Trent found that there was some question 
as to whether socioeconomic status or academic aptitude 
has the greater influence on the decision to attend college. 
He also found there was some question as to whether parents 
or peers had the greater influence, but he stated, "there 
can be no question, however, that each of these factors 
are relevant, singularly or interdependently" (Trent, 
1970:8). 
Upon graduation from high school, people have two 
options. They may continue their education at a variety 
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of educational institutions or they may seek to enter 
the job market. Chandler (1979:3) outlined the alternatives 
in Figure 1. 
In Chandler's analysis of consumer decision-making 
in the college choice process, his main intent was to 
identify the process that high school seniors go through 
in the selection of a college. His hypotheses were concerned 
with examining possible differences in the perceived 
influence of various people on the decision process, 
and whether different factors influenced 
Figure 1. Alternatives Faced By the High School Graduate 
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the selection of a specific type of college. On the 
basis of this research Chandler noted the following conc¬ 
lusions : 
1. The results provide strong support for the contention 
that the family ought to be the relevant unit 
for studying college selection behavior. 
2. The influence of parents on the college selection 
decisions varied with the type of decision being 
made. (Parents were the dominant force only in 
decisions involving financial considerations.) 
3. The -perception of the importance of various infor¬ 
mation sources serves to differentiate private 
college from public college bound students, implying 
that colleges must use those media which most 
effectively reach their markets. 
4. Academics are considered very important, implying 
that colleges must maintain a quality academic 
program if they are to remain viable. 
5. The total environment consisting of the academic 
environment, social climate, and campus atmosphere 
was important in determining what college the 
student consumer was going to attend. 
Murphy (1981) thought a determination of who plays 
the roles of initiator, influencer, and decider in the 
college choice process would have substantial ramifications 
to higher education. The purpose of Murphy's project 
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was to ascertain both parents' and students' views on 
these roles. 
Each group was questioned regarding when the student 
first considered college. A larger percentage of parents 
believed that their sons or daughters had made this decision 
during the first three years of high school than the 
students in the sample. On the other hand, a far greater 
percentage of the students said they had made their decision 
to attend college in grade school. Parents perceived 
themselves as the major influence in the college choice 
process. However, students saw their parents as one 
important source of influence, but also relied heavily 
on brothers and sisters, as well as friends. While students 
might not want to admit their parents influenced them, 
Murphy was surprised to see how little influence the 
high school counselor is thought to have by both groups. 
The vast majority of both parents and students indicated 
the final decision on which specific college to attend 
was made by the student alone. 
The many stages and steps involved from a students 
first consideration of college to the final decision 
of which college to attend has been described by Kotler 
(1976:67). He has broken down the individual student 
decision-making process into nine steps as shown in Figure 
2 : 
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Figure 2. Student Decision Process 
High School Graduation 
Further Education 
Kotler believes the starting point for college marketing 
planning should be a thorough understanding of the student 
decision-making process. His marketing concept calls 
for planning the marketing of the "product" on the basis 
of the target consumers’ needs, preferences, and decision 
processes. 
The first step in the student decision process is 
to decide whether or not to attend college. A student 
decision to go to college starts with the initial college 
awareness set. As the student gets closer to the enrollment 
decision, the student attempts to acquire information 
about various colleges. The four major information sources 
can be broken down into categories according to Kotler 
(1976:68) as shown in Figure 3: 
Figure 3. Student Information Sources 
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Personal Sources 
Acquaintances attending college 
Parents and relatives 
Teachers 
High School counselors 
College admission staff 
College alumni 
College off-campus programs 
Direct mail 
College catalogs and brochures 
College advertising/displays 
College A/V presentations 
Public Sources 
Mass media publicity 
Published college guides 
College selection advisory agencies 
Experiential Sources 
On-campus visits 
Kotler's view is that a comprehensive college information 
system should utilize all the available sources, with 
the understanding that they have different costs and 
different impacts at the various stages of the student 
information and decision- making process. 
Kotler also emphasizes that the most complex process 
the student goes through is making the final college 
choice. Making a choice is often followed by what he 
calls post-decision anxiety, or cognitive dissonance, 
because the student has gained some advantages while 
giving up others. Colleges are becoming increasingly 
aware of the need to support a student's decision to 
attend after the acceptance has been accomplished and 
prior to matriculation. 
Kotler's article concludes with the suggestion of 
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four broad strategies for influencing student choice: 
1 . Programs to influence the inclusion or exclusion 
of specific criteria as factors in choosing 
a college. 
2. Programs to influence the perceived relative 
importance of different criteria in choosing 
a college. 
3. Programs to influence the belief commonly 
held about a particular college's rating 
- on a particular criterion. 
4. Programs to influence students to prefer 
one type of logic to another in arriving 
at their decision. 
Gilmour's (1981) results, in a study researching 
how students select a college, support many of the findings 
in the literature. These findings include: 
1. Kotler's notion that the college selection 
process is essentially funnel-like. 
2. The contention that high school students 
consider certain basic factors and influences 
in their college choice including academic 
programs, cost, location, parents and guidance 
counselors advice, and the advice of alumni. 
3. The contention that the student's college 
selection is a matter of maximizing perceived 
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cost benefits. 
Gilmour also presented two new insights: 
1. The college selection process is closely 
intertwined with the selection of a vocation. 
Most respondents set their career goals 
first, and then based their educational 
decisions accordingly to achieve these goals. 
2. The college selection process is neither 
well executed nor well informed. The search 
for institutional options are rarely far 
- reaching or methodological; the information 
obtained is generally inadequate; and, most 
respondents and their parents lack the requisite 
skills and knowledge to evaluate the information 
they obtain from colleges. 
More recently Chapman ( 1981) and Litten (1982) have 
provided excellent in-depth models for consideration. The 
model Chapman presents is longitudinal and suggests that 
to understand a student's choice of which college to 
attend, it is necessary to take into consideration both 
the background and the current characteristics of the 
student, the student's family, and the characteristics 
of the college. His model is limited to describing the 
pattern of influences affecting traditional-age prospective 
students, while noting that some components of the model 
may be relevant to a wider age range; however, Chapman 
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states there are special pressures and influences on 
older students that are not reflected in his model. 
Chapman's model suggests that student's college 
choice is. affected by a set of student characteristics 
in combination with a series of external influences. 
These external influences can be grouped into three general 
categories: (1) the influence of significant persons; 
(2) the fixed characteristics of the institution; and, 
(3) the institution's own efforts to communicate with 
prospective students. 
According to Chapman's model the way an institution 
describes itself through its printed materials is one 
of the relatively few ways a college can exercise direct 
influence on prospective students' choice. Chapman's 
(1981:492) model is presented in Figure 4. 
In Litten's response (1982) to Chapman he says Chapman 
focuses on the college choice process and the personal 
and social phenomena that affect the way it is conducted 
as opposed to being primarily concerned about the structural 
and attribute variables. 
Litten feels that the specification of how the college 
selection process differs for various types of students 
is essential if administrators are to make economically 
efficient decisions regarding student recruitment. 
Litten has concluded that the college selection 
process is a complex series of activities with many phenomena 
impinging upon it. Litten says that it may be easier 
or more effective to reach different groups through different 
information media, or it may be important to emphasize 
different types of information to people with various 
needs or concerns. 
Litten (1982:388) has inserted this process model 
into a broader student model similar to Chapman's and 
is presented in Figure 5. 
Figure 4. Influences on Student College Choice 
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Figure 5. An Expanded Model of the College Selection 
Proce33 
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The decision process that leads a student to choose 
which college to attend is the result of the influence 
of a large number of interacting variables over an extended 
period of time. The student's socioeconomic status, 
scholastic achievement, motivation, peer group influence, 
and parental background and influence all affect the 
complex choice process. 
The college must use various strategies if it is 
to understand the needs of its potential students. The 
most beneficial ways the college can influence student 
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choice is to implement the following programs: 
rograms to influence the perceived relative 
importance of different criteria in choosing 
a college, 
2. Programs to influence the belief commonly 
held about a particular aspect of the college, 
3. Programs to intertwine the selection of 
a vocation with that of a college, and 
Programs to assist the student to develop 
the skills and knowledge necessary to adequately 
evaluate the information obtained from colleges. 
College Choice Factors Influencing Enrollment 
The first definitive study on the college choice 
decision- making process was conducted by Richards and 
Holland in 1964. They wanted to know if many typical 
explanations of, or influences on, the choice of a college 
could be organized into a few categories that could be 
easily interpreted. These categories could then be used 
as a brief profile of the influences on college choice. 
Such a profile ---Id facilitate the study of the process 
of college choice and the student outcomes associated 
with different choices. 
The sample used by Richards and Holland consisted 
of 8292 students, representing a 3% sample of the November 
1964 ACT national sample, 
influences on students can 
areas: 
Intellectual Emphasi 
Advice of Others 
Practicality 
Social emphasis 
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The findings indicated that 
be grouped into four major 
-- Good faculty 
National reputation 
High scholastic standards 
Advice of parents 
Advice of teachers/counselors 
Advice of alumni 
— Close to home 
Low cost college 
Desirable location 
Desirable social climate 
Good athletic program 
Coeducational 
Gwinn (1972), after a review of the literature, 
stated that researchers to that time agreed on the importance 
of both socioeconomic status and mental ability in affecting 
the probability of college attendance. In general, the 
higher a family’s socioeconomic level, the greater is 
the probability of college attendance. Gwinn also indicated 
the importance of less concrete factors in the college 
decision process, such as motivation, peer group influence, 
and the student’s perception of the alternatives to college 
attendance. 
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Menacker (1972) discovered that 10H7 first-time 
freshmen at the University of Illinois at Chicago Circle 
rated financial considerations as the main reason for 
selecting that institution. Instead of only asking about 
influential factors, however, he also investigated the 
accuracy and effectiveness of the university's recruitment 
information. The sources of pre-admission information 
perceived as the most accurate were talks with enrolled 
students, campus visits, and campus literature. Public 
opinion was judged as the most frequently misleading 
informational source. In addition, Menacker found that 
the university appeared to do a better job of disseminating 
precise information about admissions policies and accurate 
impressions of the intellectual climate than it did in 
presenting a true image of the social atmosphere on campus. 
Bowers and Pugh (1972) sought to determine the reasons 
why students and parents select the college the student 
is attending. Their study, at Indiana University, found 
the academic reputation of the university, and the reputation 
of the specific department in which the student intended 
to study were the two most important reasons for choosing 
a college. However, Bowers and Pugh found financial, 
geographical, and academic factors were more important 
to parents than to students, while students attached 
a greater importance to social, cultural, and informal 
advice factors. 
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In a study examining factors infiuential in the 
choice of Amherst Coliege, Grose (1975) discovered that 
students planning to enroll reported quality of the faculty, 
size of the classes, reputation of the college, prospect 
of intellectual and academic challenge, and intellectual 
and social atmosphere as the five most important reasons 
for their decision. 
Hollinger (1978), in a study at Penn State University 
also found that programs of quality overwhelmed all other 
considerations as influential factors in the college 
choice proc-ess. Hollinger brings up the possibility 
of different factors being weighed by various groups 
of potential students. Perceived measures of academic 
quality (program quality, availability of special programs, 
and job or graduate school prospects) could be differ¬ 
entiated from perceived measures of environmental quality 
(distance from home and costs). 
McNally ( 1 9 7 7 ) » in a study at the State University 
of New York at Genesco, found that the final decision 
to attend a given college is partially based upon the 
psychological notion of being wanted. The item "having 
another school seem to be more anxious to have me attend” 
was found to be the second most significant factor influencing 
choice of another college. 
In support of McNally's study, Diltz (1980) in a 
study of accepted students at the University of Minnesota 
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at Walesoa concluded that developing an attitude a.ong 
accepted students that a college really does care about 
the student as an individual will result in an increased 
conversion rate from accepted to enrolled. 
Students have been found by Nolfi (1979) to select 
institutions with enrolled students of similar aptitude 
as themselves. Work by Nolfi indicated that the attrac¬ 
tiveness of educational alternatives first increases 
with the average quality of other students enrolled in 
them, peaks at a point where average ability is above 
the ability of the student in question, and then falls 
with further increases in average quality. As Nolfi argues, 
students do not want to be with others whose aptitude 
is very different than their own. 
Erdman (1984) reported on a study conducted in 1980 
with high school seniors and guidance counselors. Respondents 
were asked to rank, in order of importance, factors which 
were important to students as they selected colleges 
to which to apply. The differing views can be found in 
the rankings list below: 
Factors 
Academic Programs 
Reputation 
Location 
Size 
Parent Recommendation 
Counselor Recommendation 
Cost 
Alumni Contact 
RANKING 
Students 
1 
2 
3 
4 
5 
6 
7 
8 
Counselors 
2 
1 
3 
7 
4 
5 
6 
8 
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guire and Lay (19 8 1 ) have done extensive studies 
of the characteristics and the choice process of students 
applying to and enrolling at Boston College. ^ ^ 
sought to find which attributes form the basis for a 
comparison of schools in the final stages of college 
Choice. Using discriminant analysis to compare Boston 
College with its competitors on 28 attributes, they have 
shown that the perceived improvement in seven attributes 
can be expected to create an increase in enrollment yield. 
Those factors are: 
--Financial aid 
— Parents preference 
--Specific academic programs 
—Size of the school 
—Location of the campus 
—Athletic facilities 
--Social activities 
Referring to Kotler’s idea of cognitive dissonance, 
Maguire and Lay (1981) state "one should be aware of 
when and what prospective students are thinking, and 
special consideration should be given to the timing of 
one’s actions through a careful understanding of the 
college choice process" (p. 135). 
In a comprehensive two-year study of freshmen students 
at Western Illinois University, Maguire (1982) sought 
to determine the degree of influence certain recruitment 
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practices, reputation of the institution, and other aspects 
had on the college choice process. Maguire found that 
the most important influential factors in each category 
were: 
Advice given to freshmen 
The academic reputation 
of the college 
Written materials 
Financial factors 
Campus visit 
-- from enrolled students 
from friends and relatives 
— specific major 
overall academic reputation 
—— departmental brochures 
-- catalog 
-- low tuition 
impression of the campus 
Litten, Sullivan, and Brodigan (1983) reported on 
a comprehensive set of market research projects that 
were conducted at Carleton College over a six year period. 
These series of studies have been widely referred to 
in the literature as the Six Market Study. They found 
that the relative importance of various college attributes 
and information about colleges depends to some extent 
on who is asked and how their responses are measured. 
"What can be studied, what it will lead to, and 
how well it is taught are what high ability students 
and their parents are most likely to consider very important 
attributes of colleges" (Litten, Sullivan, and Brodigan, 
1983:85). 
Financial aspects followed closely the top three 
concerns for both students and parents. Although career 
outcomes were important to both groups, parents appeared 
considerably more likely than students to see graduate 
or professional school as a step in this direction or 
to link admissions at this higher level to the nature 
Of the undergraduate experience. 
Litten, Sullivan, and Brodigan also asked the respondents 
to indicate the three most important types of information 
desired to get some additional perspective and insight. They 
reasoned tha-t a college would never want to limit itself 
to providing only the most important information students 
and their parents might consider. Nevertheless these 
critical aspects of colleges may well be the dimensions 
upon which the set of colleges that are seriously considered 
or investigated is based, and others are excluded. 
The variety of information that students and parents 
considered to be among the most important is listed in 
Figure 6 (Litten, Sullivan, and Brodigan, 1983:84). This 
variety demonstrates that the college selection process 
is far from standardized, even though there are some 
major commonalities. 
The most comprehensive nationwide research on the 
characteristics, attitudes and perceptions of new college 
freshmen has been conducted by Astin (1981) through the 
Cooperative Institutional Research Program conducted 
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jointly by the American Council on Education and UCLA. 
Each year over 150,000 students respond to the same questions 
at institutions across the country. 
Responses for some of the more important questions 
related to college choice are presented in Appendix I. 
The responses for both Northern Essex Community College 
and the National survey for 1983 are shown for comparative 
purposes. 
Figure 6. Attributes of Colleges Rated as Very Important 
By Students and Parents 
Fields of Study 
Ottered 
Careers to Which 
the College 
Might Lead 
Teaching Repula 
lion of Faculty 
Net Cost 
(price-aid) 
Price (tuition 
tees room and 
board) 
Scholarly Repu¬ 
tation of 
Faculty 
Acceptance Rate 
to Graduate' 
Prot Schools 
Financial 
Aid 
Setting 
(neighborhood 
etc) 
Residential 
Lite ano 
Options 
Social 
Atmosphere- 
Appearance of 
Campus 
Library 
Collection 
Average 
tntrance Test 
Scores 
Rules end 
Regulations 
for Student 
Percentage 0 tO 20' 30 40 50 60 YD BO 90 10C 
Students - Parents --- 
Summa ry 
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Many aspects or factors have been found by a variety 
of colleges that were an important influence on students 
during the college choice process. The perceived value 
of the college's academic reputation, financial aid, 
size, geographic location, athletic facilities, social 
activities, and overall quality have all been found to 
be of significant importance in selective studies. 
Students have also shown that they positively react 
to the psychological notion of being wanted, as well 
as demonstrating a tendency to want to be with other 
students whose aptitude is very similar to their own. 
The nationwide CIRP has found that students choose 
to go to college to obtain a better job, make more money, 
and to gain a general education, while choosing their 
specific college mainly for its academic reputation, 
specific academic programs, and financial considerations. 
College Choice Factors Influencing Students 
Not To Enroll 
In a study at the University of Wisconsin-Stevens 
Point, Clements (1973) examined the questionnaire responses 
of 764 first-time students admitted for the Fall 1972 
who did not enroll. Of the respondents, 81$ enrolled 
at another college and gave four predominant reasons 
for not 2 
another 6nr°lllnS “ SteV6nS POl"t: <*> attendance at 
a er college nearer home was more desirable; (2) thelr 
fin emi0 ^ °f (3, the 
financial aid r, f » _ 
d fh W3S "0t 3de<!Uate t0 —t their need; 
and, (<0 a campus visit changed their plans 
Factors influencing college choice were the focus 
a a study (Hetlay. im) conducted applioants 
to Hofstra University, but who decided not to enroll. 
The no-shows rated their attended college more positively 
than they rated Hofstra, although more than 5„ of the 
no-shows rated Hofstra positively with regard to academic 
PUtation, course offerings, availability of desired 
aajor, innovative curriculum, and quality of faculty. 
In relation to the students who did attend, the items 
most clearly discriminating differences were; career 
and job considerations, grad school considerations, amount 
Of financial aid offered, sine of the school, appearance 
Of the campus, social activities, total cost, family 
advice, and what other students had to say. 
Brigman and Morton (,976) sought to assess the impact 
of various characteristics of life on the Bloomington 
campus of Indiana University. In this review comparing 
the responses of matriculated students and their parents 
with those of non-matriculants a number of differences 
were found. Parents of the matriculants were more Interested 
than the students in the reputation of the faculty, distance 
from home, cost of tuition 
curriculum, and national 
items for non-matriculant 
’ scholastic standards, special 
reputation. The least favorable 
students and parents were the 
size of the student body, 
political atmosphere, and 
religious/moral atmosphere, 
advice of brothers/sisters. 
m response to all 3. specific items of potential concern 
the matriculants and their parents rated their importanc 
higher than that of non-matriculants. 
Sullivan (,976) conducted a detailed study of Carletor 
College applicants to provide an evaluation of the admissions 
process. 65? of the accepted students who visited the 
campus enrolled, compared to 41? of the accepted applicants 
who did not visit the campus. Since those who designated 
Carleton as their first choice were the most likely to 
Visit the campus, Sullivan states one would expect that 
the effect of the visit on yield would decrease when 
preferences were controlled. In general, that proved 
to be true. Without college preferences controlled, 
those who had visited the campus were 24? more likely 
to have enrolled. 
Two kinds of data were obtained about the impact 
of financial aid. The first was the students' response 
to a question concerning whether the offer of financial 
aid had been a positive or a negative influence on their 
decision to enroll. The second was whether or not financial 
aid was in fact offered. 51$ of the respondents indicated 
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no effect on their 
that the offer of financial aid had 
decision to enroll, while 25* said that it had a positive 
effect, and 2Hi said that the effect was negative. The 
responses of acceptances to the financial aid offer, 
if one was made, was found to effect yield. The data 
shows that when aid was offered, Carleton's chance of 
enrolling a student was higher by 26J. When college 
preference was controlled however, the effect of an aid 
offer decreased somewhat. 
In attempting to understand which students would 
be influenced by varying characteristics of a college, 
Stevens (1978) conducted an in depth study of 12,252 
accepted students at Michigan State University. The 
study sought to identify the characteristics of the admitted 
students who did not enroll which were different from 
the admitted students who did enroll. Presumably, the 
knowledge of the differences between the two groups could 
be used to predict the probability of non-enrol1 ment, 
and the institution could then take specific actions 
to retain more of the admitted students. 
Stevens' results indicated that there were significant 
differences between the enrolled and not-enrolled student 
groups. Students who enrolled were less career oriented, 
had a stronger commitment to the institution, had a greater 
large school orientation, and had less family interest 
in education. Based on her research, Stevens reached 
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the opinion that it is possible to retain more 
since the differences in the characteristics 
groups are related to needs of students which 
met by the institution. 
students, 
of the two 
could be 
A study reviewing the factors in freshen students' 
decisions not to attend the University of California 
at Berkeley was conducted by Bailey and Anton (1978). 
Despite higher costs, most of the no-shows attended private 
colleges. The perceived advantages of a smaller student 
body, lower student-faculty ratio, and other factors 
related to -college life were found to apparently outweigh 
the disadvantages of higher costs. Bailey and Anton 
said, "The large prestigious public university cannot 
change its absolute size; perhaps it can improve perceptions 
of the learning process and collegiate atmosphere that 
prevails with academic departments” (Bailey and Anton, 
1978 : 1 2). 
The University of Maryland College of Education 
(Grites and Teague, 1978) became concerned that an emphasis 
was being placed on the initial recruitment of students, 
but minimal effort was being made to insure the enrollment 
of those admitted. Their rationale was that much was 
already being invested in these potential students in 
terms of administrative processing and program planning; 
thus, to lose a large portion of those accepted was detrim¬ 
ental to the college. Response to a telephone questionnaire 
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revealed that no-show students originally applied to 
the University of Meryiand because of its academic reputation 
and closeness to home. These students eventually chose 
to attend other colleges because of their smaller size, 
less expensive cost, and better on-campus housing. other 
findings indicated that some kind of personal contact 
with prospective students should be made, and that certain 
kinds of information had to be provided. Since school 
Size was the most important detriment to enrollment, 
personal contact was thought to have a significant potential 
impact on a-student's perceived view that the university 
was impersonal due to its size. A number of suggestions 
were presented concerning how the university could attract 
more enrollees, such as portraying seeming liabilities 
as assets, and improving communications from the university 
to admitted students. 
Ernakovich (1979) explored why academically qualified 
prospective students offered admission to Shippensburg 
State College did not matriculate. Reasons for choosing 
another college were: impressed with the quality of the 
program or scholastic reputation, preferred to attend 
another college closer to home, impressed with the buildings, 
selected a major not available at Shippensburg, and, 
preferred a larger school. 
Ernakovich points out that prior to this study reasons 
suggested by both faculty and administrators as to why 
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these students select other colleges over Shippensburg 
were based on anecdotal evidence that these students 
perceive other schools as having a better reputation 
or better academic programs; that Shippensburg is not 
a first choice college but is used as a "fall-back" for 
those who make multiple applications; and, that most 
of these prospective students attend either a more prestigious 
private college or one of the larger state universities. 
Ernakovich found that Shippensburg1s competition 
was not necessarily the more "prestigious" colleges, 
but other -similar state colleges. He states that the 
fact that many students indicated they chose a college 
not unlike Shippensburg because of its' perceived scholastic 
reputation or the quality of the academic programs was 
"sobering" to the faculty and administration. Ernakovich 
concluded by indicating that more research should be 
done to determine more specifically the bases for students' 
perceptions, and to discover if these perceptions were 
based on insufficient or inaccurate information gained 
from publications, contacts with the faculty, comments 
from friends, or from the comments of former students 
and alumni. 
In an effort to understand the perceptions, character¬ 
istics, and decision-making processes of the accepted 
but not-enrolled students in the Fall 1980 at Northern 
Essex Community College, Pastor (1981a) administered 
48 
a questionnaire to 834 non-matriculants. A 30* sample 
returned the questionnaire for analysis. Pastor found 
that the academic programs, distance from home, tuition 
cost, academic reputation, and financial aid award were 
the top five factors influencing the college choice of 
the respondents. 
With respect to academic reputation, these non-matric¬ 
ulants rated Northern Essex Community College third after 
the University of Lowell and Merrimack College, while 
Northern Essex was perceived as second in parents preference 
behind the University of Lowell. 
Other highlights of this study were: 
-- 50.8* were attending another college full-time 
— 24.0* were graduated from high school over 
three years ago 
-- 32.4* rated Northern Essex as their first 
choice college 
-- 22.8* stated they had a major concern about 
financing their college education 
-- 25.8* planned to attend Northern Essex at 
sometime in the future. 
Table 2 shows the significant differences obtained 
when the responses of non-matriculants is separated into 
categories of those who were graduated from high school 
over three years earlier versus the more recent high 
school graduates. 
Lolli and Scannell (1983) found that Cornell matriculants 
and non-matriculants differed substantially with respect 
to the ordering of variables that influenced matriculation. 
Their study showed the following rankings of influential 
f actors: 
Matriculants Factor Non-Matriculants 
1 
2 
3 
4 
5 
6 * 
7 
8 
9 
1 0 
General Reputation 1 
Specific Academic Program 4 
Variety of Courses 12 
Teaching Reputation 8 
Attractive Campus 20 
Employment Opportunities 10 
After Graduation 
Quality of Student Body 7 
Financial Aid Package 5 
Location of the Campus 2 
Distance From Home 6 
Summary 
Now that colleges are experiencing more difficulty 
in maintaining their enrollment levels, interest in 
why students do not enroll is increasing. Not enrolling 
students tend to rate their attended college more positively 
than they rate other colleges they applied to. The items 
most clearly discriminating differences were: career 
orientation, amount of financial aid offered, size of 
the school, appearance of the campus, total cost, and 
family advice. 
Table 2 
. Not-Enrolled Students 
Traditional Non—Traditional vs. 
(ALL RESPONSES IN PERCENTAGES) 
50 
Not-Enrolled 
Students Completing 
High School 3 or more 
Tears Ago 
1. 
2. 
3. 
5. 
6. 
Now attending another college 
full-tine. 
NECC was the first choice 
college. 
Has a major concern about 
financing college. 
Martial status - single. 
Plan to attend NECC in 
the future. 
Reasons noted as Very Important 
in deciding to apply to college 
a- to gain a general educ. 
and appreciation of ideas 
b. to make me a more cultured 
person 
c. to make more money 
d. to learn more about things 
that Interest me 
e. to get a better Job 
Reasons noted as Very Important 
in deciding to apply to NECC. 
a. this college offers the 
specific program I want 
b. college has low tuition 
Reasons noted as Very Important 
in deciding not to attend NECC. 
a. financial problems 
b. family/personal difficulties 
c. time conflict due to work 
d. have decided not to attend 
any school 
21.3 
59.3 
32.8 
68.6 
*6.i| 
67.2 
39.3 
52.5 
80.3 
72.1 
50.8 
. 3 
26.2 
23.0 
21.3 
H). 8 
■ot-Rnrolled 
Students Completing 
High School 1-2 
Tears Ago 
63.5 
21). 3 
19.6 
96.3 
5.7 
5*). 5 
31.2 
65.6 
65.1 
65.1 
33.0 
35.D 
9.0 
7.9 
6.3 
* .8 
Ihe Effect of Image on College Chnjop 
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The notion of image and reputation was found to 
be a leading influence on college choice in a 1971 study 
at St. Cloud State College conducted by Andersen, Krueger, 
and Mathieu (1973). They strongly emphasized that image 
should be of concern to all schools, and the investigations 
should attempt to determine if there is true cause for 
concern, and solutions should be sought if the labels 
found were warranted. 
Andersen, Keuger, and Mathieu also thought attempts 
should be made to identify sources of information about 
"reputation," "rank," and "rating." Regardless of whether 
accusations are well-founded, correct, or unfounded, 
a college needs to obtain a commitment from both students 
and staff to a program to improve its image aimed at 
the identifiable sources of information. 
The matter of impressions and images in the choice 
of a college were examined by Morey (1972) in a study 
using students attending three branches of the University 
of California. Morey felt that educators needed to know 
more about the way in which colleges are perceived by 
prospective students, the sources and accuracy of their 
impressions, and the role the institutional image plays 
in the student choice process. 
Morey’s research was an effort to compare the image 
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incoming freshmen had of their respective coliege with 
the perspective of sophomore students at the same insti¬ 
tution. The results of this study confirmed there were 
marked differences among the images held of the three 
campuses by their respective student groups. This conclusion 
implies that each of the campuses in this study has its 
own unique character. It was also apparent from the results 
that the three entering freshmen groups generally had 
different personal needs and college expectations. Each 
group was seeking a particular kind of educational experience. 
Morey went on to state that the importance of image 
in determining student self-selection of a campus clearly 
suggests the need for campus personnel to define and 
effectively communicate the characteristics of their 
campus to the general public and, more specifically, 
to potential students. Such communication is fundamental 
in recruiting students, since the pool of students attracted 
by an image influences direct recruitment and selection. 
Since many students have based their choices on inaccurate 
perceptions of the campus, it seems that much potential 
disappointment and apprehension on the part of these 
students would be reduced if a greater effort was made 
to accurately portray the college campuses. 
A study conducted by Frankel and Cooley (1979) in 
Connecticut, found that the student assessment of prestige 
was clearly the major factor in the decision making behavior 
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of students. Frankel and Cooley concluded that "simply 
making higher education accessible is not a sufficient 
achievement unless it is accompanied by the opportunity 
to participate in a diverse set of educationally, 
socially, and economically relevant programs of appropriate 
quality" (p. 253). 
Huddleston and Karr (1982) also feel that image 
of an educational institution should be analyzed to determine 
how the college is perceived in the market by its existing 
and potential students. As diagnoses of image are reached, 
proper strategies can be developed that correct or reinforce 
the perceptions gathered from relevant constituencies 
of the institution. 
They believe that the image of the college is the 
"personality" it presents to a particular audience, a 
complex of meanings and relationships serving to characterize 
the college to a defined audience. Huddleston and Karr 
feel an image is a set of beliefs that persons associate 
with a college and is acquired through experience. The 
overall form this image will take is related to the value 
the student may place on the components of a college 
image which include academic reputation, campus appearance, 
cost, personal attention received, location, distance 
from home, career placement, social activities, programs 
of study, and size. 
Huddleston and Karr state that environmental pressures, 
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including economic infiation, employment demand, and 
changes in lifestyles also cause the image to be altered 
and are largely uncontrollable by the institution. They 
do, however, present some controllable image ingredients. 
As examples, they say campus appearance suggests value 
and aesthetic appeal; price may reflect quality; promo¬ 
tional material creates or enhances mood; student and 
faculty remarks establish credibility; and, an institutions 
logo fosters memorability. 
Huddleston and Karr concluded their study at Bradley 
University by stating that it is important that an institution 
attempt to analyze its standing by contrasting itself 
with the important values held by prospective students 
regarding their college choice decision process. In 
addition, a college must continually be concerned with 
determining its image from target markets and through 
appropriate means work to reinforce or alter the results 
of its findings. Colleges are continually compelled 
to make decisions directed toward meeting the demands 
of prospective consumers. 
Astin (1984) states that his CIRP research suggests 
that by far the best recruitment device is a strong academic 
program. The studies also suggest that many students 
pick their college because they have been led to believe 
that the college of their choice has a strong academic 
program and a commitment to undergraduate education. 
55 
"For many parents, including some with limited financial 
means, these conditions far outweigh the temptation of 
low cost or easy accessibility" (As tin,1984:10). 
Astin summarizes his thoughts by stating that the 
institutional folklore concerning which are the "best" 
colleges is subject to change. This is especially the 
case for the "local folklore," where institutions can 
modify their national reputation for better or for worse, 
depending on how well they serve the needs of their students. 
The evidence strongly suggests that "those colleges that 
are most successful in improving their local reputation 
are those that turn out the most satisfied customers: students 
who feel they have been challenged, that they have learned, 
and that their time has been well spent" (Astin, 1984:10). 
Summary 
The notion of image is a leading influence in the 
college choice process. The importance of image in determ¬ 
ining student choice of a campus suggests the need for 
colleges to define and effectively communicate the char¬ 
acteristics of their campus to the public, and, more 
specifically, potential students. 
Colleges should attempt to analyze their image by 
contrasting themselves with the important values held 
by prospective students, because the more nearly a college's 
product coincides 
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with the expectation of a discrete 
student market, the greater the chance for satisfying 
the relationship between those students and the college. 
The I ip p d c t— o f Price on College rhn-i no 
Increased costs of higher education pose a dilemma 
to many prospective students. When choosing a college, 
students are confronted with complex cost-benefit decisions 
involving their perceptions of the quality of various 
colleges, -the possibility of financial aid, and their 
own personal values. Colleges have the difficult problem 
of assessing the impact of costs on the decision-making 
process of potential students. If prospective students 
perceive the costs of attending an institution as too 
high, the institution will be at a disadvantage in the 
marketplace. At the same time, the value of a college 
degree relative to its rising cost is being questioned, 
and families confronted with high tuition bills are expecting 
not only personal attention for their children in the 
classroom, in the residence hall, .and in extracurricular 
activities, but also the development of career-re1 ated 
or advanced technical skills. Institutions that do not 
meet these expectations will find little interest in 
the product they have to offer (Ihlanfeldt, 1980). 
In an in-depth study of the effect of rising costs 
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on college choice, Spies (1978) in association with the 
Consortium on the Financing of Higher Education, conducted 
a study on the application decisions of high ability 
students. According to his analysis, which is particularly 
relevant to the most selective institutions, the effect 
of price upon application decisions is less than might 
be expected. Rather, educational considerations such 
as the academic reputation of the institution and the 
ability of the prospective applicants are the determinants 
of college choice. If the conclusions offered by Spies 
are correct, Litten et al. (1980) say that extensive 
cost cutting to minimize price increases can be avoided 
even while competition for high ability students is increas¬ 
ing. 
Chapman (1979) developed a model of the college 
choice decision-making behavior of high school seniors. His 
model, the stochastic utility model, analyzes choice 
processes at the level of the individual decision maker. To 
summarize the results, Chapman states, "The two most 
important factors in college choice decision-making behavior 
seems to be college quality and price related issues. At 
the level of the college choice process, students seem 
to prefer higher quality colleges, but they would just 
as soon be able to attend them for as low a net cost 
as possible" (Chapman, 1979:54). Chapman states, the 
financial aid mix decisions clearly influence college 
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choice behavior. The marketing implication of the results 
are obvious. Colleges should emphasize to admitted students 
that their school is of high quality and that students 
will be obtaining value for their dollar. 
Matross (1980) conducted a study on no-shows with 
a particular interest being the consideration of the 
effects of costs as influences in the decision not to 
enroll. In his University of Minnesota study the most 
frequently given reason for not enrolling was a preference 
for the aspects of another college (39.0$). Other important 
reasons were that the University was too large and impersonal 
(19.0$), and the net cost was too high (16.0$). When 
asked whether costs were an important factor in making 
their decision, 31$ said that tuition was important, 
and 24$ said that other costs were important. The majority 
of those who cited costs as the major factor in their 
decision were not attending any college. 
Litten (1980), in one analysis of the six-market 
study survey data, became concerned that the institutions 
listed by high ability students and their parents as 
the best colleges and universities did not match the 
list of institutions to which the students were applying, 
or those schools that the parents said their children 
were considering. Specifically, when the respondents 
listed highly selective schools as the "best" schools, 
they were not nearly as likely to list schools of similar 
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character in their choice or consideration set. This 
''slippage" occurred even when schools with "academically 
select students" were identified as the type of institution 
preferred for the specific student in question. 
Litten sought an explanation for the "slippage" 
between desire and choice by looking at the effect of 
financial concerns on the relationship between the two 
sets of institutions. He concluded that the importance 
of financial concern as an influence on the selection 
of a college cannot be dismissed. The data indicated 
that indeed financial concern strongly influences the 
nature of college choice, often frustrating the exercise 
of reasonable preferences. People who prefer the kinds 
of educational opportunities that are offered by the 
highly selective institutions are frequently deterred 
by published prices from considering them seriously or 
making application to them initially. 
Litten found that the negative impact of financial 
concern on the propensity to consider or to apply to 
a highly selective college existed both among high ability 
students and among the parents of such students. Some 
of the effects were slightly stronger among parents than 
among students, a fact that may be due to the acquisition 
of the parents' data at a point earlier in the selection 
process than the collection of data from the students. 
In a paper concerned especially with the factors 
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influencing the outcome of the impending struggle for 
students between private and public institutions, McPherson 
(1978) reported that all of the students he interviewed 
agreed that increases in price lowered the probability 
of college attendance for some people, although the effect 
was not large. A second effect of price, according to 
McPherson, is to influence choices between schools in 
the public and private sectors of the market. His analysis 
suggests that relatively low prices in the public sector 
are responsible for moving people from private to public 
school choices. An additional point that McPherson makes 
is that although high-income students are less sensitive 
to price in deciding whether or not to attend college, 
they are somewhat sensitive to price in deciding where 
to go to college. 
Brodigan (1981) researched the effects of concern 
about price and college aptitude upon the tendencies 
of parents and students to move from private to public 
colleges at the application stage. The results of the 
parent and student survey reported by Brodigan lead to 
the general conclusion that price is an important determinant 
of where people choose to apply to college. The effects 
of concern about price are not attenuated by ability, 
and, in fact, Brodigan found that concern about price 
increases greatly at higher levels of ability. 
Summary 
When choosing a college students are confronted 
with complex cost-benefit decisions involving their percep¬ 
tions of quality, the possibility of financial aid, and 
their own personal values. At the level of the college 
choice process, students seem to prefer higher quality 
colleges, but they would Just as soon be able to attend 
them for as low a net cost as possible. 
The negative impact of financial concerns on the 
propensity .to consider highly selective colleges exist 
even among high ability students and their parents. 
While high income students are less sensitive to price 
in deciding whether or not to attend college, they are 
somewhat sensitive to price in deciding where to go to 
college. 
Improving Information For College Choice 
Greenberg (1976) has noticed that most studies of 
educational consumerism failed to analyze the role of 
information in the decision-making process of prospective 
students investigating post-secondary options. Greenberg 
feels that when the information provided on various post¬ 
secondary options is inadequate, the ability of an individual 
to make reasoned decisions about the future is impaired. To 
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understand this problem it is necessary to look at Greenberg's 
(1976:23) model (Figure 7) of the decision-making process, 
and then to examine the model to determine where defi¬ 
ciencies occur. 
Figure 7. A Simplified Decision-Making Model 
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In this model dissemination functions as a control 
mechanism. That is, the act of dissemination constrains 
the information flow in some way. Educational institutions 
constrain the flow of information to prospective students 
in three ways: in the direction (or misdirection) of 
information to specific types of individuals or groups; 
in the quantity of information an institution provides 
to an individual; and, in the type of information an 
institution chooses to disseminate about itself. 
The dissemination of information by an educational 
institution also contributes to the operation of the 
processing mechanism in the decision-making model. Processing 
combines the filtered information from the control phase 
with the concrete and fluid characteristics of the individual 
to form a set of criteria used in determining the usefulness 
and relevance of the information received. A decision 
will be made regarding the usefulness and meaningful ness 
of the information on educational options in light of 
the individual's desired objectives as a prospective 
student. The recipient will discard the useless information 
in the process stage, and bring into the decision stage 
the information that is perceived to be meaningful. It 
should be noted, however, that one can only discard and 
use information which is received. 
Finally, Greenberg says, in the decision stage the 
recipient chooses among the most plausible alternatives. The 
information that was meaningful, although perhaps not 
directly utilized is stored in the recipient's mind for 
input into the process of later decisions. 
In order to study student needs, information sources 
and information recipients must be identified, the amount 
of information disseminated must be examined, the type 
of information flowing through the process must be identified 
and sorted, and the ''impacts'' of information must be 
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conceptualized and measured. The continuing failure to 
this contributes largely to the seeming contradiction 
that information providers are distributing a wealth 
of information, while information recipients are receiving 
little meaningful or useful information. Thus, increases 
in the flow of information should not take place until 
the types of information and the dissemination process 
are identified in relation to the needs of potential 
students (Greenberg, 1980). 
Kinnick and Lenning (n.d.) state that experts in 
decision- making theory agree that a major criterion 
for good decision- making is adequate information upon 
which to base the decision of concern. As Clark, Gelatt, 
and Levine ( 1 965) have stated, "although the use of relevant 
information by no means guarantees the "right" decision, 
a "good" decision cannot occur without it" (p. 35). 
The Task Force for Better Information (Stark, 1978) 
dealt with the need for all prospective students to have 
information available to them in an understandable format 
during the entire college selection process. The component 
necessary was called "better information" which could 
be disseminated through a prospectus. The Task Force 
objective was to provide more precise statements that 
would inform potential students about the institution. 
"Better information" would contain the following components: 
—Straightforward statements about the distinctive 
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features of the institution, 
--Detailed coverage of topics that directly affect 
student decisions, 
--Previews of likely experiences and outcomes, and 
--Full and accurate descriptions of institutional 
policies and requirements. 
In deciding what kind of information to include 
in the prospectus the Task Force members encourage others 
to make sure that the data meets the following criteria: 
^ e—ormatl on is v al ue d . If the information 
is -not valued by prospective students and by 
those who advise and consult with them, such 
as counselors and parents, it will probably not 
be used. 
2. The information is applicable to the choice of 
concern. The information used in selecting a 
specific program of study may not be the same 
as that used to decide whether or not to enroll 
in school A or school B. 
3. The information is practical. Closely related 
to characteristic of "applicabi1ity" is the char¬ 
acteristic of "practicality." This characteristic 
has been well described by Pace (1970): "By practical 
...I mean that the information must be usable 
and interpretab1e by the people for whom it is 
intended... it cannot be a miscellaneous assortment 
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of data that some people think might be useful, 
nor a presentation of vast amounts of unstructured 
data." 
4‘ information Js understandable. Some information 
that is pertinent to the decision may be too 
complex to be understood by students or others. 
5* £he—information is accurate and reliable, if 
the information being provided is inaccurate, 
or means different things to different people, 
it is probably misleading. The fact that it is 
accurate and reliable however, is not enough. Although 
accuracy should be of paramount concern, accurate 
information presented in an incorrect manner 
or applied to an inappropriate problem may be 
very misleading. 
6. The information is timely. The timeliness of 
the information is another factor. The information 
needed depends to some degree on where a student 
is in his or her decision-making process. 
In working with four colleges and NCHEMS (which 
worked with 9 diverse institutions) an information needs 
assessment was conducted. The major areas where information 
needs are indicated are listed below:(Kinnick and Lenning 
:12-15) : 
A. Costs 
B. Financial Aid 
C. Results of Attendance 
D. Instruction and Instructors 
E. Curriculum and Programs 
F. Rules and Regulations 
G. Adraissions 
H. Support Services 
I. Institutional Characteristics 
J. Social Life Activities 
K. Other 
The Portland State University and National Center 
projects bo-th explored differences in the information 
needs of older students as compared to students entering 
college immediately out of high school. One overall finding 
was that the older students primarily saw a need for 
program area information, while the younger students 
saw more of a need for college-wide information. The 
older students were somewhat interested in age characteristics 
of the student body; the younger students tended to down-rate 
such information. The younger students were more interested 
in information about student organizations and student 
activities than were older students. 
Figure 8 (Stark, 1 97 8 : 1 9 1 ) * taken from the Portland 
State project report, shows key questions raised by older 
students; these concerns formed an outline for a short 
brochure for this group. 
Open ended interviews with high school and college 
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counselors, prospective students, and enrolled students 
and their parents were used to develop a pool of Items 
which reflected both Important student concerns and data 
likely to be available in a college management system. The 
Figure 8. Questions Asked By Older Students 
-- Who attends PSU? 
Where do I start the entry process? 
Is it hard to learn once more to study? 
What's the best way to get acquainted with PSU? 
111 1 have trouble getting back in school 
been out a few years? i f I’ve 
What if I'm in a hurry and want to carry a full-load? 
an I get extra help if I have trouble keeping ud 
with the class? 
Is it easy to meet and talk to instructors? 
Where do I get information about specific courses 
when they are offered, costs, which credits transfer,' 
using my GI bill, financial aid, careers, placement 
service? 
Can I get help with registration? 
How to get to campus easily? 
Can I get credit for work or military experience? 
Will I feel out of place among younger students? 
twenty-nine items judged most important by the pooled 
group of respondents are shown in Table 3 (Stark, 1978:347). 
In a study conducted by Chapman and Johnson (1973) 
interviews with freshmen at Indiana State University 
were conducted to review the importance students assign 
to printed materials. The students indicated they did 
not select a college based on reading its printed infor¬ 
mation. Rather, they were more persuaded by cost, where 
their friends decided to go to college, and the availability 
of desired programs. Students reported that they read 
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Table 3. Twenty Nine Most Important Information Items 
6 
7 
8 
9 
10 
1 1 
1 2 
13 
14, 
15 
16 , 
17, 
18 , 
The basis on which students are accepted or rejected for 
admission to this college rejected for 
college?176" 7 °ther 00116862 for o°^ses taken at this 
sophomores^ *“ t0 
fa^l^incLe^n^om^levels^^ t0 StUdents at different 
Students* description of the general atmosphere at this college 
The specific goals and objectives of the college. 
o^housin^7 ’ °°St’ and student ratings of different kinds 
The availability and extent of general student services. 
The availability and extent of special academic assistance. 
Opportunities for participation in cultural activities. 
Opportunities for participation in social activities. 
Opportunities .for participation in recreational activities. 
Number of students in different courses. 
Description of the instructors, i.e. teaching experience, 
grading philosophy, etc. 
Number of freshmen courses taught by graduate or undergraduate 
students. 
The way classes are taught, i.e. lecture, seminar, etc. 
Student ratings of instructors. 
19. Student ratings of instructional facilities and equipment. 
20. Information about education taking place primarily outside 
of the classroom. 
21. When a student must declare a major field of study in order 
to graduate on time. 
22. The year in school that different students actually declare 
a major. 
23* The minimum number of courses in the college major required 
for graduation; the minimum number of courses outside of 
the college major required for graduation. 
24. Success of last year’s graduates in passing certification 
and licensing examinations. 
25. Success of last year’s graduates on graduate school and 
professional school entrance exams. 
26. The percentage of last year’s graduates applying to graduate 
or professional school (or to four-year colleges for two- 
year graduates) and the percentage of these who were admitted. 
27. The success of the college's graduates in graduate school 
(or for two-year college graduates, the success in four 
year colleges). 
28. Of last year's graduates wanting employment, the percentage 
who obtained a job that would be considered to be in their 
field of training. 
29. The number of last year's graduates who formally applied 
to the college placement office for help in finding a job 
after graduation, and the percentage of those who were helped. 
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the printed materials primarily to co„flrn decisions 
they had made already on other grounds. The students 
did not describe the impact of printed materials to be 
as positive as did the admissions professionals. 
Perhaps the most comprehensive review of the need 
to present information to students is the C.u 1 He horn, f„- 
£o.UeRes and IT n iJitr 3 1 t i e s ; Presenting information ^ 
Prospective students (Lenning and Cooper, 1978). Prepared 
as part of the N C H E MS Better Information for Student 
Choice of College project, the Guidebook is the end result 
of a survey of over 8000 students associated with 9 colleges 
and universities. The Guidebook, in addition to presenting 
a number of cogent perceptions, is a manual for a college 
planning to do its own research into the information 
needs of its publics. A number of points are made which 
are relevant to this study: 
Information provided to prospective students 
is often incomplete, insufficiently detailed, 
and not clearly presented, 
-- Failure to provide adequate information often 
results in low student morale, high attrition 
rates, and future recruiting problems, 
-- The lack of appropriate information was the primary 
reason prospective adult students chose not 
to enroll, 
-- To meet the information needs of prospective 
S Ud6ntS’ an institution must develop and implement 
a comprehensive information system. Steps to 
develop this system include: (1, determine the 
levant target population and groups, (2) analyze 
their information needs, and (3) evaluate existing 
information programs, 
The prospective student should receive infor¬ 
mation at the proper time, just before it is 
needed in the decision-making process, and 
— Communications with prospective students should 
complement and reinforce one another. 
Kuh, Coombs, and Lundquist (1984) state the major 
limitations of traditional, quantitative indications 
of quality is that they usually do not reflect what students 
do with the resources provided by the institution. Therefore, 
they feel, much more meaningful to prospective students, 
parents, and secondary school counselors would be information 
about manifestations or what happens to students during 
and as result of college. Kuh, Coombs, and Lundquist 
feel admissions offices would do well to make available 
information which describes the extent to which students 
are involved with other members of the college community 
such as peers, faculty, administrators, and student affairs 
staff. Involvement can take many forms including partici¬ 
pation in intramural activities, leadership positions 
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in student government or residence hail, ^ 
ence halls, and participation 
in independent study projects. 
Summa ry 
A major criterion for good decision-making is adequate 
information upon which to base the decision. "Although 
the use of relevant information by no means guarantees 
the "right" decision, a "good" decision cannot occur 
without it" (Clark et. al., 1965:35). 
To assist students in their search for information, 
colleges should make sure their presentation of information 
is valued, applicable to the choice of concern, practical, 
understandable, accurate and reliable, and most of all, 
timely. 
The information presented should review the topics 
of costs, financial aid, results of attendance, instruction 
and instructors, curriculum and programs, rules and regula¬ 
tions, admissions, support services, institutional char¬ 
acteristics, and social life activities. 
Message and Media Linkages 
As part of the Task Force for Better Information 
( Stark , 1 97 8 ) , NCHEMS conducted a study evaluating the 
feedback from prospective students concerning the various 
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types of Task Force documents. Selecting twelve of the 
29 most important items of information as judged by students 
(Table 3), NCHEMS portrayed the information in five different 
ways. The formats used are described in Figure 9 (Stark, 
1 978:21 8 ) . 
General findings of the project were that: 
All five alternative ways of presenting information 
were viewed as useful by some people, 
Tables were chosen most often as being most meaningful 
and as best facilitating institutional compar¬ 
isons, and, 
Script format was ranked lowest in terms of compar¬ 
ability across institutions. 
Also contained in the Task Force report was a review 
of a study conducted by the Syracuse University Department 
of Higher Education which investigated the possibility 
Figure 9. Five Alternative Formats for Presenting Information 
1. Tables of tabulated statistics -- This is probably closest 
to the way the data are stored in institutional records, 
and would, therefore, be expected to be the easiest for insti¬ 
tutional personnel to prepare. 
2. Tabulation (as in 1) with the addition of a relevant cartoon 
or caricature — Hoyt and his associates found such format 
to be quite effective in presenting institutional and 
program information to speciality oriented prospective 
students. 
3. Script paragraphs —The format in which most institutional 
information is usually presented to students. 
4. Question and answer — Especially favored by some communication 
experts for presentation to poor readers, and found effective 
in the informational materials developed by National Task 
Force projects at Mountain Empire Community College, Syracuse 
University, and UCLA. 
5. Charts and graphs -- Favored by many communication experts 
for aiding comparisons on certain types of data. 
74 
that preferences for certain types of informational materials 
and formats were related to student goals and self-perceptions 
of their ability to complete college successfully. The 
researchers constructed special prospectuses dealing 
with (1) individualized academic program planning, and 
(2) career planning services for nine institutions. 
The prospectuses were based on intensive investigations 
of actual policies and practices at the institutions. 
Four of the descriptions were used without identifying 
the colleges, with randomly selected high school students 
to determine whether students with certain information 
needs and academic characteristics would make different 
choices among colleges. 
Students who were uncertain of career intentions 
rated information as more important, but they did not 
necessarily choose schools offering the most comprehensive 
guidance in this area over other schools. A moderate 
number of students who viewed themselves as relatively 
poorly prepared for college rejected an institution perceived 
as too "high-powered” academically, while some with a 
strong interest in intellectual endeavors favored a school 
they perceived as higher in academic reputation. 
Overall, the researchers found that the particular 
services offered seemed less important to students than 
inferences they made about the institution's academic 
and social climate. Students made inferences from the 
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prospectus material which went far beyond what researchers 
believed could be legitimately inferred from the descriptions 
presented. 
These results, along with those of NCHEMS and the 
reports from some of the demonstration institutions indicate 
that an institution should focus its information at the 
students most likely to benefit from its services, supplying 
the information of greatest importance to that group, 
while assisting others in recognizing that a better match 
may be found elsewhere. 
A col 1-e ge information needs assessment survey was 
conducted by Cibik (1982) in Arizona to determine what 
information about college was considered important to 
college bound high school seniors. The college information 
items rated as most important were: 
1 . Quality of programs 
2. Cost 
3. Career options/availability of major 
4. Qualifications for financial aid 
5. Helpfulness/friendliness of instructors 
6. How classes are taught 
7. Availability of housing 
8. Admission requirements 
These were the only 8 items that were rated "of 
great importance” by at least 40$ of the students surveyed. 
Additional information of importance that was obtained 
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from the study includes the sources used to obtain college 
information, who had the greatest impact on the choice 
of college, and how the respondent first learned of the 
college. A summary is listed below: 
A. Who had the greatest impact on your choice 
of college? 
59.2$ Self 
21.3$ Relative 
6.6$ Friend 
4.7$ High School Counselor 
3.1$ College Representative 
B. How did you first learn about the college? 
50.6$ Relative or friend 
12.7$ Campus visit 
11.7$ College publications 
7.2$ High school teacher or counselor 
C. What source of college information was most 
important or most useful? 
22.9$ College representative/college day 
21.5$ College publications 
21.3$ Relative or friend 
16.8$ High school counselor or teacher 
14.1$ Visit to campus 
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Litten and Brodigan (1982) have been in the forefront 
of matching messages and media research. They state, 
in their study of high ability students and their parents, 
that there are a number of elements which permit communi¬ 
cations with a given audience to be effective. Included 
among these conditions are the following: the communication 
must contain information that is desired by the audience 
(or which can arouse the interest of the audience); and, 
the information should be carried via a medium that is 
credible to the audience, accessible to them, efficient, 
and economical (the value of the information is at least 
equal to or greater than the costs of using the medium). 
They state that it can be assumed that there is at least 
a loose connection between the importance of a college’s 
attribute in influencing college choice, and the value 
of information about that attribute to the decision maker. 
Table 4 (Litten, 1982:252), shows that for both 
students and parents the first-choice information medium 
varies considerably with the specific type of information 
sought. The specific media through which students would 
like to get given types of information about colleges 
are similar to the media preferences of parents in some 
instances and differ markedly in others. 
In conclusion Litten and Brodigan state that their 
data shows that for the most part, students and parents 
are concerned about the same kinds of things when they 
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investigate colleges. Financial matt:.- 
the raOSt frequent concerns of both group 
Table 4. First Choice Medium for Specific Types 
Desired 
•stand out as 
s, followed by 
of Information 
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s 
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P 
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Ploldn of Study 
Off* red 9 17 23 23 12 11 .3 4 4 3 
- - 0 © 7 3 4 2 1001 S94 270 
Teaching Reputa¬ 
tion or Ability 
of faculty 0 U 1 4 4 13 “© ;"»! u - 3 3 8 10 8 8 1001 180 711 
Acadoalc 
Stenderd*/C*n*ral 
Quality 0 17 4 1C ’© 11 IS 18 4 1 1 9 9 IS 11 9 10 1001 175 138 
Career* to Which 
College Might Lead 11 1) 21 29 IS 13 0© 3 4 - - 13 12 7 4 S 4 1001 138 105 
Ceneral Acadealc 
0 © 4 4 3 3 13 14 10 7 - 3 3 10 19 14 IS 14 1001 242 99 
Social Ataoaphero 1 3 1 4 1 3 S 14 0© S 2 s - 2 9 4 100X 192 97 
Location 9 9 4 8 
- 1 3 S 0 » - 3 24 © 10 10 20 9 1002 224 
n 
KCTt S - Student*; P “ Perente; [_J Hlgheat percentage In row for etudence; ^^Hlgheat percentage In row for parent a. 
•Only one flraC-chotce aedlua could bo listed for oech type of Information by o given reepondent* 
information about fields of study. The data also provides 
modest support for the thesis that students are slightly 
more likely than parents to be concerned about the immediate 
benefits associated with college attendance. Parents 
exhibit somewhat higher levels of concern about the factors 
that produce the academic outcomes in which they are 
investing. 
The results of Litten and Brodigan's study showed 
conclusively 
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that there were specific in e s s a g e / m e d i a linkages that 
suggest certain types of information may have an edge 
in being received when committed to certain media as 
opposed to others. They found for both students and 
parents, factual information (fields of study) were found 
to be generally preferred through impersonal, college 
originated media. Factual information which may differ 
according to a student's personal situation (financial 
information,career outcomes) appeared to be preferred 
from a personalized source directly related to the college. 
For reputational/prestige information both parents and 
students tended to prefer a source that was not associated 
with the institution, such as high school counselors. 
Litten and Brodigan also found strong agreement 
between the students and their parents that current students 
are the best source of information about the social environ¬ 
ment, but they diverge on their preferred sources of 
information regarding specific academic matters. The 
need for a multiple-media approach to the delivery of 
information to prospective students and their parents 
is evident from this data. Except for sources of infor¬ 
mation about the social atmosphere, none of the media 
was preferred by over half of the respondents in either 
group as first choice for a given type of information. 
In a study similar to Litten and Brodigan's, Pastor 
(1981b) researched message/media linkages with Northern 
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Essex Community College students. Traditional students 
(those who were graduated from high school three or less 
years ago) made up 65.5? of the respondents. Overall, 
the factors found to influence the student decision to 
enroll at Northern Essex were, in order of importance: 
1. Costs (Low tuition) 
2. Having the desired course of study 
3* Quality of courses/programs 
4. Distance from home 
5. Career improvement 
6* Academic reputation 
7. Financial aid availability 
8. Variety of courses offered 
There was a slight difference in the responses of 
traditional students versus non-tradit i o n a 1 students 
(those who were graduated from high school over 3 years 
ago). This difference was in the placing of career improve¬ 
ment third instead of fifth for traditional students. It 
was interesting to note that items such as parents' prefer¬ 
ence, recommendation of friends, reputation of alumni, 
and student activities were not considered as important 
influential factors by both groups. 
The preferred sources of information for all important 
factors are, in order of importance: 
1. College catalog 
2. General knowledge 
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3* High school counselor 
4• Former students 
5. Friends 
6. Admissions office 
7. Current students 
8. Parents 
9. NECC faculty 
Traditional and non-traditiona1 students listed 
the same sources of information as being important. 
Specific factor/source linkages were found which 
suggest that certain types of information may have an 
advantage in being received through certain sources as 
opposed to others. The most preferred source for each 
factor were as follows: 
Factor Most Preferred 2nd Most Preferred 
Source Si? urge 
Cost (Low tuition) Catalog General knowledge 
Had desired course of study Catalog High school counselor 
Close to home Gen. Knowledge Friends 
Career improvement Gen. Knowledge Catalog 
Financial aid availability Former student High school counselor 
Variety of courses offered Catalog High school counselor 
Quality of courses/programs Catalog Current students 
Table 5, shows the preferred sources of information 
for the most important factors for traditional students 
traditional students. The sources which differed 
in ranking by more than 4 have been circled to call attention 
most glaring differences. The matrix has 72 items, 
and there are 22 cases of a ranking difference by more 
than four. 
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of Information 
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Table 5. Preferred Sources 
(Less than 3 years out 
of high school) of high school/over 3 years out 
(Points were assigned to get ratings, 
3 for second.) 5 for first choice, 
Summary 
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Factual information is found to be generally preferred 
through impersonal, college originated media. Factual 
information, which may differ according to a students 
personal situation is preferred through a personalized 
source directly related to the college. For reputational 
information, both students and parents tend to prefer 
a source that is not associated with the institution (Litten 
and Brodigan, 1982). 
In a preliminary study at Northern Essex Community 
College, traditional students tended to prefer information 
from the catalog, high school counselor, and friends. 
Non-traditional students tended to prefer to use the 
catalog, former students, the admissions office, and 
their own general knowledge as sources of information 
about the college. 
CHAPTER III 
RESEARCH METHODOLOGY 
The purpose of this study has been to determine 
whether there were any differences in the influential 
factors and sources of information affecting enrollment 
decisions of enrolled students versus not-enrolled students, 
and if there were any differences in the influential 
factors and sources of information affecting enrollment 
decisions -of traditional and non-traditional students 
who were accepted for enrollment at Northern Essex Community 
College for the Fall 1983 semester. 
Only one study (other than the preliminary study 
conducted by this researcher at Northern Essex in 1981) 
was found in the literature, Litten and Brodigan (1982), 
that investigated the linkage between influential factors 
and sources of information about those factors; only 
one study (Stark,1978) has been found that investigates 
differing information needs between traditional and non-trad¬ 
itional students; and, no study has been found that inves¬ 
tigates the differences in the college choice process 
between traditional students and non-traditional students. 
This chapter describes the research design, the 
population sampled, the development and administration 
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of the questionnaire used, the collection of the data, 
the research hypotheses tested, and the statistical treatment 
of the data used. 
—Ejc-Post—Facto Research Dssi pn 
The ultimate goal of pure research is to show causality, 
but the more realistic concept of causation, especially 
m educational research, is predictability. While one 
could make an observation and infer that a hypothesized 
relation exists, no inference could be made. Carnap 
(1966) argued that simple factors do not cause specific 
events; rather, processes are caused by processes. Prediction 
can be considered to reflect cause only when all the 
relevant information and variables are considered. Since 
all relevant information is not available, any predictions 
made are presumptive (Mason and Bramble, I978). 
When the researcher asks questions about present 
conditions, and experimental control is precluded, descriptive 
research methodology is appropriate for seeking out the 
answer. Descriptive research methodology focuses on 
the identification of relationships, without the benefit 
of laboratory like conditions. Most educational research 
questions that inquire about a current state or condition 
require the strategy of descriptive research. Such research 
has two basic uses: (1) to assist administrators in making 
decisions within their particular scope of control, and 
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(2) to generate knowledge about educational concerns (Hop¬ 
kins , 1980 ) . 
Ex-post facto research is one of the more often 
used descriptive research methodologies. "Ex-post facto 
research is systematic empirical inquiry in which the 
scientist does not have direct control of independent 
variables because their manifestations have already occurred 
or because they are inherently not manipulable. Inferences 
about relations among variables are made without direct 
intervention, from concomitant variation of independent 
and dependent variables” (Kerlinger, 1973:378). 
The fact that the occurrences observed are happening 
or would have happened even without the study taking 
place is particularly valuable, since many educational 
research questions are too difficult to answer through 
direct control of the variables. A descriptive study 
also seems a logical choice when the interaction of numerous 
independent variables and their effects on several dependent 
variables are to be studied. 
Because such investigations are sometimes conducted 
to search for causes of things that have already happened 
by comparing previously established conditions, this 
kind of research is often referred to as causal comparative. 
The two essential differences between ex-post facto 
and experimental approaches are that direct control and 
random assignment of subjects and groups are not possible 
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in ex-post facto situations, 
the hypothesized relation 
Due to this lack of control, 
cannot be asserted with the 
same confidence as in experimental design. 
In conducting research that is intended to infer 
a causal relationship three conditions must be met (Hopkins, 
1 980 : 347 ) : 
1. There must be a statistical relationship, 
2. The independent variable must have preceded the 
dependent variable in time, and 
3. Other variables cannot have influenced the dependent 
variable. 
Experimental designs are structured to meet these 
conditions, and causal inference is direct. Although 
ex-post facto designs are subject to the same threats 
to validity that experimental designs are, dangers for 
validity of an ex-post facto study generally originate 
from three sources: 
a. direction of the relationship, 
b. a common third variable, or 
c. contribution of other independent variables. 
If these threats to validity can reasonably be dealt 
with, the validity will be adequately established. 
"In an ideal world, the drawing of random samples 
of subjects, and the random assignment of subjects to 
groups and treatments to groups, would always be possible. In 
the real world, however, one, two, or even three of these 
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possibilities do not exist. It is possible to draw subjects 
at random in both experimental and ex-post facto research. But 
is not possible, in ex-post facto research, to assign 
treatments to groups at random. Thus subjects can "assign 
themselves" to groups, can "select themselves" into groups 
on the basis of characteristics other than those in which 
the investigator may be interested. The subjects and 
the treatments come, as it were, already assigned to 
the groups" (Kerlinger, 1973:380). 
When assignments are not random, there is always 
a chance for. other variables to influence the results. When 
we put subjects into groups, or they put themselves into 
groups on the basis of one variable, it is possible that 
another variable correlated with this variable is the 
real basis of the relation. The usual ex-post facto study 
uses groups that exhibit differences in the dependent 
variable. 
"In summary, ex-post facto research does have three 
major weaknesses: (1) the inability to manipulate independent 
variables, (2) the lack of power to randomize, and (3) 
the risk of improper interpretation. Other things being 
equal, these weaknesses cause ex-post facto research 
to be less reliable than experimental research. The 
danger of improper and erroneous interpretations in ex-post 
facto research stems in part from the plausibility of 
many explanations of complex events. Despite its weaknesses, 
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ex-post facto research must be done in many educations! 
situations because many research problems do not lend 
themselves to experimental inquiry" (Kerlinger, 1973:390). 
The purpose of this inquiry was to gain insight 
into the decision-making processes used by students in 
deciding whether or not to enroll at Northern Essex Community 
College and to understand the specific influences, criteria, 
factors, and media that affected the enrollment decision.By 
investigating the 
factors and sources of information which influence enrollment 
decisions,-Northern Essex Community College can plan 
to communicate information about these factors to all 
prospective students using the appropriate media, and 
thus improve the overall effectiveness of its total marketing 
plan. 
Population of the Study 
The population to be investigated by this study 
are the "new?’ ctudents admitted to Northern Essex Community 
College for the Fall 1983 semester. Students admitted 
as Unclassified or who had to complete the English as 
a Second Language courses or the Discovery Cluster, were 
excluded because of the relatively small numbers of students 
in these categories and because recruitment efforts of 
the college are not specifically directed toward these 
students. 
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A "new" student, according to the Northern Essex 
data system, is a student who was not-enroiled in the 
immediate past semester. As a result, the population 
surveyed was a combination of first-time students and 
students with previous college attendance at Northern 
Essex Community College or elsewhere. 
The representativeness of the respondents with respect 
to sex and academic major can be compared to that of 
the population since these demographic data elements 
will be known for everyone. Table 6 displays the response 
rates obtained. 
The determination of enrolled versus not-enrolled 
was made according to the students' enrollment status 
at the end of the drop/add period, 10 days into the semester. 
Enrollment changes after that date did not change their 
assignment to their respective membership groups. 
Determination_of the Sample Size. Selltiz, Wrightsman, 
and Cook (1976) state that sampling involves a set of 
procedures that governs selecting a relatively small 
number of cases to represent a larger number of cases. 
Selltiz et. al (1976), in further defining sample size, 
indicates "a sample cannot be representative of a population 
unless all members of that population have a known chance 
of being included in the sample” (p. 89). While there 
is general agreement about this principle, the actual 
Table 6. Composition of the Sample and 
of Respondents Percentage 
Enrolled Not 
-Enrol led Total 
Total Population 
Total Sample Selected 
# Undeliverable 
Effective Sample 
# Responses 
# Response 
1 82* 
680 
19 
661 
*80 
72.6 
788 
29* 
22 
272 
137 
50.* 
26 1 2 
97* 
* 1 
933 
617 
66.1 
Enrolled Not-Enrolled Total 
Total Population 
Respondents 
Male 
^1.7% 
*10. OS 
Female 
58.3* 
60. Of 
Male 
38.5% 
39. ** 
Female 
61.5% 
60.6* 
Male 
*0.8* 
39.9* 
Female 
59.2* 
60.1* 
Enrolled Not-Enrolled Total 
Academic Total Reap. Total Re s p. Total Re sp. 
Division Pop. Pop. Pop. 
Business 36.** 35.8* 39.2* HO.3* 37.2* 37.2* 
Liberal Arts 29.8* 30.** 3*.2? 30.6* 31.2* 30.5* 
Math, Sci, & Tech 18.6* 16.3* 17.3* 16.1* 18.2* 17.2* 
Health/Human 15.2? 16.3? 9.3* 11.0* 13.** 15.1* 
Se rvice s 
Borg and Gall (1971) contend that the general rule for 
determining sample size is use the largest sample possible. 
They a rgue: 
The reason for this rule is that although we generally 
study only samples, we are really interested in 
learning about the population from which they are 
drawn. The larger the sample, the more likely are 
their means and standard deviations to be representative 
of the population means and standard deviations, (p. 
1 23) 
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Gay (1976) states that for descriptive research a sample 
of 10% is a minimum, but for present purposes the researcher 
has employed a sample of 38% of the population under 
investigation. 
The Instrument 
Following a comprehensive review of the literature, 
the investigator developed a selected list of factors 
influencing the enrollment decisions of students, along 
with possible sources of information. A questionnaire 
listing these factors was constructed and evaluated 
for both content and format by the student services staff 
at Northern Essex Community College, as well as at other 
colleges. This process was enhanced by the experiences 
of earlier, preliminary research efforts (Pastor, 1981a 
and 1981b). The questionnaire was evaluated with regard 
to content, clarity, inclusiveness, arrangement of items, 
and length. 
The questionnaire was then pre-tested at Northern 
Essex Community College using a group of "unclassified" 
students participating in their orientation and registration 
session. These students were then eliminated from possible 
inclusion during the sample selection process. These 
students' comments regarding the clarity of each item 
and their personal responses to the instrument aided 
in further 
collected 
revision of the questionnaire so it efficiency 
significant information and remained clear 
and yet simple enough to insure a good rate of return. 
In addition to the questions inquiring about the 
influential factors and sources of information, a limited 
number of additional questions were asked to gather self- 
reported information such as high school graduation date, 
the type of previous college attendance, and the other 
colleges that the respondent applied to or was currently 
attending. 
Questionnaire items are valid if they are successful 
m eliciting true responses to the information desired (Goode 
and Hatt, 1962). After the pre-test and extensive evaluation 
of the questionnaire by professionals in higher education, 
face validity, a type of content validity, was claimed 
for the questionnaire. 
The Likert scale, upon which the influential factors 
(Question 1) and sources (Question 3) were rated on the 
questionnaire, was set up to be continuous with approximately 
equal intervals. In addition, a category "0", not considered, 
was used to allow respondents to indicate that the item 
was not of importance. It was felt the "not considered" 
category was different than the neutral response and 
could provide a vehicle for additional interpretation 
of important factors and sources. The scale used was 
as follows: 
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0 - not considered 
1 - very negative impact 
2 - negative impact 
3 - neutral response 
4 - positive impact 
5 - very positive impact 
Questions 2 and 4 asked the respondents to select the 
three most important influential factors and sources, 
respectively, related to their decision to enroll at 
Northern Essex Community College. 
Collection of the Data 
The research literature suggests several effective 
strategies for obtaining a good response rate from a 
mail survey. Among these methods are keeping the length 
limited to avoid the appearance of a lengthy questionnaire; 
the personalization of the survey approach; the improving 
of the style and overall appearance of the questionnaire; 
the use of postage paid return envelopes; the sending 
of a cover letter explaining the purpose, importance, 
and timing of the questionnaire; the use of colored paper; 
the sending of follow-up postcards; and, the impact of 
having the cover letters signed by an "important" person 
connected with the college. All of these strategies 
were reviewed and used to the extent possible. 
All of the questionnaires were coded to assist in 
the follow-up efforts. A complete set of questionnaires 
and cover letters can be found in Appendix II. The enrolled 
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and not-enrolled student questionnaires were quite similar, 
only differing in language to refer to their current 
enrollment status (Appendix II contains only those mailings 
directed toward enrolled students). All questionnaires 
were designed to be folded and taped for postage paid 
return mail. The timetable was as follows: 
Sept. 15th -- Mailed questionnaire with cover letter 
Sept. 26th -- Mailed first follow-up postcard 
Oct. 11th -- Mailed 2nd questionnaire and separate 
cover letter 
Oct. 24th — Mailed 2nd follow-up postcard 
Oct. 31st — Mailed a questionnaire with cover 
letter 
Nov. 21st -- Mailed a 4th questionnaire stating 
this was final opportunity to participate 
The goal was to obtain the highest possible response 
rate. A response rate of 72.6? for the enrolled students 
and a response rate of 50.4? for the not-enrolled students 
was obtained. 
Method of Analysis 
The two independent variables that were examined 
were age and enrollment status (Figure 10): 
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Figure ,0. Cell Configuration and Sample Size for the 
Two Independent Variables 
Enrolled 
ENROLLMENT STATUS 
Not-Enrolled 
AGE 
Traditional Non-traditional 
315 1 1 165 
105 1 1 32 
A total of 617 usable questionnaires were analyzed. 
This represents an overall response rate of 66.1?. 
Mean values were computed for each separate influential 
factor and information source. The values obtained are 
available for the following subgroups of the respond¬ 
ents: 
All enrolled 
All not-enrolled 
All traditional 
All non-traditional 
All Females 
All Males 
Traditional enrollees 
Non-traditional enrollees 
Traditional non-enrollees 
Non-traditional non-enrollees 
First-time enrollees 
Prior college enrollees 
First-time non-enrollees 
Prior college non-enrollees 
By reviewing the means we can obtain a fairly good 
description of the nature of the subgroups under investi¬ 
gation. Comparisons among various student subgroups with 
regard to the individual influential factors were restricted 
to descriptive analyses due to the large overall error 
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rate which would have been present if the re1 atio„shipa 
were tested statistically. The rank order of the influential 
factors and sources can be compared in three ways: the 
rank of means obtained from the rating scales of Question 
1 and Question 3; the rank using Question 2 and Question 
4 and rati"S responses 5 points for most important, 3 
for second, and 1 for third most important; and, by 
reviewing the number of respondents who indicated "not 
considered" to Q1 and Q3. A Spearman Rank Order Correlation 
Coefficient (Fitz-Gibbon and Morris, 1978) test was used 
to review the respective rankings. 
The other questionnaire items are reviewed by major 
subgroups only. This descriptive review assisted in 
understanding the background, interests, and future intentions 
of the respondents. 
To determine if there were differences between each 
of the major subgroups with respect to influential factors 
and media sources, a multivariate analysis of variance 
was performed using grouped categories of factors and 
sources. The Statistical Package for the Social Sciences 
(SPSS) system of computer programs (Nie et. al.,1975) 
was used to process the data obtained. 
The appropriate groupings were determined using 
factor analysis. 
Given an array of correlation coefficients for a 
set of variables, factor analytic techniques enable 
us to see whether some underlying pattern of relationship 
exists such that the data may be "rearranged" or 
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reduced to a smaller set of factors or components 
that may be taken as source variables accounting 
for the observed interrelation in the data (Nie 
et. al.,1975:H69) 
Factor analysis is essentially applied to data where 
a distinction between dependent and independent variables 
is not meaningful. Concern is with the description and 
interpretation of interdependencies within a single set 
of variables (Ferguson, 1981 ). 
An important feature of the analysis of variance 
is that it permits the separation of all of the potential 
information in the data into distinct and non-overlapping 
portions, each reflecting only certain aspects of the 
experiment. It is useful to think of the analysis of 
variance as a device for "sorting” the information in 
an experiment. "Multiple t tests carried out on the same 
data do not provide this feature, and it is not easy 
to assess the evidence for overall existence or importance 
of treatment effects from a complete set of such differences. 
On the other hand, the analysis of variance packages 
the information in the data into neat, distinct "bundles," 
permitting a relatively simple judgement to be made about 
the effects of the experimental treatments" (Hays, 1973:516). 
The use of analysis of variance model requires four 
assumptions concerning the nature of the data, although 
it seldom can be stated that these assumptions are exactly 
true: (Ferguson, 1981:245). 
1. The first assumption specifies a normal distribution 
of errors for all treatment populations (the subgroups 
of admitted students). Since each of the cell sizes 
in the research design will be greater than 30, a 
normal distribution can be assumed. Regardless of 
the shape of the population being sampled, the means 
of sufficiently large samples will have a normal distri¬ 
bution. Unless there is reason to suspect a fairly 
extreme departure from normality, it is probable that 
the conclusion drawn from the data using an F test 
will not. be seriously affected. The sample size for 
the four subgroups in the research design are delineated 
in Table 7. 
Table 7• Sample Sizes of the Four Subgroups in 
the Research Design 
CATEGORY SAMPLE SIZE % OF SAMPLE 
Enrolled Traditional 315 51.1 
Enrolled Non- Traditional 165 26.7 
Not-Enrolled Traditional 105 17.0 
Mot-Enrolled Non-Traditional 32 5.2 
2. The second assumption requires statistical independ¬ 
ence among the error components. The admitted 
students in the study responded to the questionnaire 
independently. The data, therefore, was based 
on independent observations both within and across 
cells. 
3. A third assumption was that the variance in the 
populations from which the samples are drawn 
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were equal. This is known as the homogeneity 
of variance. 
4‘ A fourth assumption was that the effects of various 
factors in the total variation were additive, 
as opposed to multiplicative. 
In short, for these purposes the observations were 
regarded as independently drawn from normal treatment 
populations each having the same variance, and with error 
components independent across all pairs of observations 
(Hays, 1973). 
"With most sets of real data the assumptions underlying 
the analysis of variance are, at best, only roughly satis¬ 
fied. The raw data of experiments frequently do not 
exhibit the characteristics which the mathematical models 
require. One advantage of the analysis of variance is 
that reasonable departure from the assumptions of normality 
and homogeneity may occur without seriously affecting 
the validity of the inferences drawn from the data" (Ferg¬ 
uson, 1 981 : 246 ) . 
The measurements of the categories of influential 
factors and sources were all correlated with each other 
since they were obtained from the same pool of students. 
Because the multivariate analysis of variance technique 
is able to analyze such measurements simultaneously, 
it was utilized with these data. 
Part of the variance in the perceived importance 
factors and sources of the categories of influential 
may be attributed to whether an admitted student was 
a traditional or non-traditional student. Another part 
of this variance may be attributed to whether an admitted 
student enrolled or did not enroll. Still other parts 
of this variance may be due to interaction effects between 
these two factors. Finally, there was some variance 
due to error, or differences among the individual admitted 
students apart from any effects of enrollment or age 
status. The use of the multivariate analysis of variance 
technique aided in determining how much of the total 
variance could be attributed to each of these factors 
(Borg and Gall, 1971). The null hypotheses were tested 
at the .05 level of significance. 
When significant differences were suggested by the 
multivariate analysis, the results of the univariate 
F tests were examined to determine which dependent variables 
revealed a significant difference. The "not considered" 
response was counted as a numerical value for this analysis. A 
similar analysis was done using first-time students only. The 
influential factors and sources of information were reviewed 
for these subgroups to find if there were differences 
in the results for research purposes. In reality, each 
class of incoming students is made up of students with 
varying educational backgrounds. 
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The e x-po 31 facto research design, the population 
to which the questionnaires are to be sent, the procedures 
to be used for data collection, and the methods of analysis 
to be used have been described in this chapter. 
CHAPTER IV 
ANALYSIS OF THE DATA 
This chapter presents an analysis of the data gathered 
When students accepted for admission for the Fall 1983 
semester at Northern Essex Community College were surveyed 
regarding the important factors and sources of information 
which may have influenced their college choice decision. The 
major findings of the study are presented in statistical, 
descriptive* and graphical form. 
Factor Analysis Resulhs 
While the grouping of individual variables could 
have be done using intuition and the literature, i.e., 
combining responses for size of school, size of classes, 
and teacher-student ratio into one cluster called size; 
the use of factor analysis provided justifiable categorical 
breakdowns for use in the analysis. The maximum likelihood 
factor analysis model was used, and when applied to the 
influential factors could not be solved for less than 
12 clusters using all 32 variables. To obtain a manageable 
number of clusters, the ten "least" important factors 
of influence were dropped from the analysis. The "least'' 
1 04 
important items were determined by reviewinr th 
y reviewing the percentage 
t0tal P°intS received for each variable in 
aria dle in response 
QUeSti0" " °f the -estionnaire. Eaoh of the ten 
variables removed received iess than „ of the total 
Points cl f fc 6 r* rati no- *- u 
atmg the responses 5 Doint-<? , . 
5 points for most important, 
3 for second most important, and , point for third most 
important. (Those items that were dropped from the study 
were: range of student personnel services, student activities 
available, reputation of the alumni, diversity of the 
student body, good educational/vocational counseling 
opportunity to be with students with a similar background, 
availability and variety of tutorial services, availability 
of child care facilities, proximity to place of employment, 
quality of the library.) The "not considered" response 
was counted as a missing value for the factor analysis. 
Oblique rotations were performed, and the factors identified 
from the pattern matrices were used as dependent variables 
in the multivariate analysis of variance. "The pattern 
matrix is best for determining the clusters of variables 
defined by the oblique analysis" (Rummel, 1970:399). 
Eight factor and eight source clusters were obtained. 
Table 8 indicates the clusters of factors and sources 
as a result of the factor analysis, along with the factor 
loadings obtained. "The pattern loadings may be interpreted 
as measures of the unique contribution each factor makes 
to the variance of the variables. They measure the dependence 
of the 11 
th Vari3bleS °" diff^nt an, ln thls sen3e 
^ are regreSS1°n —^oie„t3 of the variables on 
the fa°t0rS- The -relatlon3 are the ppoduot 
m0ment °°rrelatl0nS °f the variables with the oblique 
'’actors.. (Rummel, , 97 0 : 3 97 ). Individual loa<jings pf 
the structure matrix should not exceed an absolute value 
°f 1*00’ 33 Gan be expected from their being correlations, 
^or the pattern matrix, however, the absolute value 
the effects may be greater than 1.00" (Rumrael, 
1 970:405). The complete nst-forvn j 
ompiete pattern and correlation matrixes 
obtained can be found in Appendix III. 
R.eliabi 1 i ty 
It was also important to determine the reliability 
of the questionnaire. A reliable questionnaire item 
m an item that consistently conveys the same meaning. 
If the question does not present a single image of meaning 
for a given person, we cannot be sure which meaning of 
the question the respondent had in mind when the question 
was answered (Berdie and Anderson, 1974). The reliability 
coefficient reflects the extent to which the instrument 
is free of error variance and, thus, refers to the consistency 
with which the same results could be obtained again (Oppen- 
heim, 1966). Cronbach's alpha was utilized in this study. 
This statistic reflects the mean of all split-half coeffi- 
Table 8, 
Factor 1 
Factor 2 
Factor 3 
Factor 4 
Factor 5 
Factor 6 - 
Factor 7 - 
Factor 8 - 
Obliqu^Rotation^3 “3lng Fa°tor *«»lysia With 
I _ _ 
I ^ 
21 
1 1 
12 
General Atmosphere 
25. General Atmosphere of the cmi. , 
ne College (1.002) 
Physical Characteristics 
10.' . 
7. Close to Home (-.236) llltles (-.292) 
Personalized Attention 
• hy^rltr/sL^TV^st— -ow„ 
Outside the Clafs^oom11?^^^111 Instruct°rs 
Induction*3 ( ^« — H« «« Cl a„r0„ 
Quality Of Computer Facilities (.228). 
Financial Accessibility 
23' S-V“tS? °f Attendan0e Financial 
p°w Phition and Other Expenses ( fitfil 
3. Financial Aid Availability (?^9Aj6^6) 
to * ?d“isflons Standards (.325) 
College^.294C°St °f Choice 
7. Close to Home (.221)* 
Academic Major Related 
U. Employment Opportunities after Graduation 
13' (-?5 82S)PeClf 1C Acadeni;Lc Major Desired 
6. Academic Competitiveness of Intended 
Major (-.451) J-uuenaea 
Course Accessibility 
29. Scheduling of Courses (.612) 
15. Variety of Courses Offered (.518) 
inPP3°f't??lty t0 ExPeriment with Courses 
in a College Setting ( .403) 
12. Quality of Computer Facilities (.237) 
Perceived Quality 
1. Overall Academic Reputation (.571) 
5. Quality of Teaching (.532) 
Transfer Oriented 
28. Inability to Afford Cost of First Choice 
College ( .281 ) * 
19. Good Preparation for Transfer to Another 
Institution ( .203 ) 
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Source 1 
Source 2 
Source 3 
Source 4 
Source 5 
Source 6 
Source 7 
Source 8 
Official Information Sources 
20' a®*wlthM)Northe''" Essex Representatives 
at College Night/Fair (.806) 
”or,th,ern Essex Representative 
at High School (.737) 
Contact with the Academic Support Center 
18’ Ce^r T.T29T Counsell"^Pl— nt 
1 9 
22 
Financial Aid Office 
17. Contact with the Financial Aid Office 
(-1.003) 
High School Sources 
1. High School Counselor (-.831) 
3• High School Teachers (-.793) 
NECC Recruiting Publications 
15. Northern Essex Academic Brochures (.732) 
14. Northern Essex Catalog (.681) 
16. Other Northern Essex Publications (.351) 
Friends 
2. Students Currently Attending Northern 
Essex (.752) 
4 . Friends ( .630) 
6. Former Northern Essex Student's Advice 
( .604 ) 
5. Advice of Family Members (.343) 
On-Campus Recruiting Sources 
12. Faculty of Northern Essex (-.736) 
11. On-Campus Interview with Northern Essex 
Admissions Office (-.553) 
13. Alumni of Northern Essex (-.388) 
General Knowledge 
7. General Knowledge about the College 
(-.706) 
8. General College Guides and Handbooks 
(-.209) 
Print Media 
21. Division of Continuing Education Brochure 
( . 46 5 ) 
9. Newspaper Articles/Advertisements (.463) 
* Added to second factor since loaded within .02 of 
highest factor loading. 
() Factor loading values are in parentheses 
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cients resulting from the different 
splittings of a test 
and thus is "an estimate of 
random samples of items from 
the correlation between two 
a universe of items like 
those in the test" (Cronbaeh, 1967:132). The computer 
Pr°gram lit* was used to ealculate 
Cronbaeh's alpha. The calculated alphas ranged fro, 
•819 - .835 for each factor or source cluster, with a 
total questionnaire alpha value of .836 (See Table 9). 
Table 9. Reliability Analysis for Scale Alpha 
Factors ; 
General Atmosphere 
Physical Characteristics 
Personalized Attention 
Financial Accessibility 
Academic Major Related 
Course Accessibility 
Perceived Quality 
Transfer Orientation 
.829 
.827 
.819 
.826 
.827 
.819 
.828 
.833 
Sources: 
Official Information Sources 
Financial Aid Office 
High School Sources 
NECC Recruiting Publications 
Friends 
On-Campus Recruiting Sources 
General Knowledge 
Print Media 
.826 
.831 
.835 
.825 
.827 
.825 
.827 
.833 
Research Hypotheses 
The six hypotheses of this study were presented 
in Chapter I. For purposes of statistical analysis, the 
1 1 0 
hypotheses were statistically tested in the null format 
stated below: 
Null Hypothesis 1 : 
There is no difference between the enrolled students 
and the not-enrolled students in the degree to 
which categories of influential factors are seen 
as influential in the college choice process. 
Null Hypothesis 2: 
There is no difference between the enrolled and 
not-enrolled students in the degree to which categories 
of preferred information media are used in the 
college choice process. 
Null Hypothesis 3: 
There is no difference between the traditional 
and non-traditional students in the degree to 
which categories of influential factors are seen 
as important in the college choice process. 
Null Hypothesis 4: 
There is no difference between the traditional 
and non-traditional students in the degree to 
which categories of preferred information media 
are used in the college choice process. 
Null Hypothesis 5: 
There is no interaction between enrollment status 
and age in the degree to which categories of influ¬ 
ential factors are seen as important in the college 
Null 
choice process. 
Hypothesis 6: 
There is no i 
status and age 
nteraction between the 
in the degree to which 
1 1 1 
enrollment 
categories 
of Preferred information media are 
college choice process. 
used i n the 
Tests of the Hvpothpspt, 
A 
student 
multivariate analysis of variance for the 617 
sample was performed using the 2x2 cell configuration 
pictured in Figure 10. 
Students who have had prior college experience, 
at Northern Essex Community College or elsewhere, may 
have been influenced by their past experiences when deciding 
to attend Northern Essex for the Fall 1 983 semester. In 
an effort to control for these effects, the multivariate 
analysis of variance was repeated using first-time students 
only. There were hoi first-time students responding, 
representing 65.0% of all respondents. The 2x2 design 
for these students is pictured in Figure 11. 
Test of Hypothesis 1 
Hypothesis 1 was formulated to test for any differ¬ 
ences in the influential factors that affected the enrollment 
decisions of enrolled students compared to not-enrolled 
1 1 2 
Figure 11. C*“dCe°nntfi«urati<»> and Sample Size For First-Time 
AGE 
Traditional Non-Traditional 
First-Time First-Time 
1 
• Enrolled | 
First-Time | 
ENROLLMENT STATUS | 
242 1 1 
1 1 
59 
Not-Enrolled | 
First-Time | 
1 1 
88 1 1 
1 1 
1 2 
students. 
Findings - all, respondents. No significant differences 
were found when the hypothesis was tested statistically. Table 
10 indicates the multivariate and univariate F-tests. 
Findings_=_first-time Students. No significant 
differences were found when the hypothesis was tested 
statistically. Table 11 indicates the multivariate and 
univariate F-tests. 
Test of Hypothesis 2 
Hypothesis 2 was formulated to test for any differ¬ 
ences in the influential sources that affected the enrollment 
decisions of enrolled students compared to not-enrolled 
students. 
Findings - all respondents. There were three signi¬ 
ficant Aid Office Contact (Source 2); High School Sources 
(Source 3), which includes high school teachers and coun- 
Table ,0. Factors of Influence - Multivariate Analysis 
StatuI «?/nr the Effeok of Enrollment Status - All Respondents 
1 1 3 
Multivariate 
Univariate F-tests 
1. General Atmosphere 
2. Physical Characteristics 
3. Personalized Attention 
4. Financial Accessibility 
5. Academic Major Related 
6. Course Accessibility 
7. Perceived Quality 
8. Transfer Orientation 
* Significant at .05 
Mean Square F Sig. of F 
1 .264 
.259 
7.764 
.043 
. 045< 
2.837 2.391 . 1 22 
4.188 2.739 .098 
.045 .044 
.833 
.083 
.053 .818 
. 263 
.191 .662 
4.085 3.196 
. 0 7 
.079 .047 .828 
Table 11. Factors of Influence - Multivariate Analysis 
of Variance for the Effect of Enrollment Status 
- First-Time Students 
Multivariate 
Univariate F-tests 
1. General Atmosphere 
2. Physical Characteristics 
3. Personalized Attention 
4. Financial Accessibility 
5. Academic Major Related 
6. Course Accessibility 
7. Perceived Quality 
8. Transfer Orientation 
* Significant at .05 
Mean Square F Sig. of F 
. 570 . 802 
3.691 2.368 . 1 25 
1 .695 1.638 .201 
3.350 2.388 
. 1 23 
.077 .076 .782 
.048 
.035 .852 
.635 .557 .456 
.588 .492 
.483 
.002 .002 
.969 
1 
s e 1 o r s ; a, On-Campus Recruitment Sources (Source 6) 
«hi=h includes NKCC faculty and on.0ampu3 
With the Admissions Office, than were the not-enroUed 
Table 12 indicates the multivariate and univariate 
F- t e s t s. 
Findings--..first-tj.me students. There were also 
three sis„ifioant differences found between ^ 
rolled and the first-time not-enrolled students. Table 
13 indicates the multivariate and univariate F-tests. 
The statistical tests indicate that the first-time 
enrolled students were more favorably influenced by Financial 
Aid Office Contact (Source 2); On-Campus Recruitment 
Sources (Source 6); and, Friends (Source 5), which includes 
students currently attending Northern Essex, friends, 
former students, and family members, than were the first-time 
differences found. 
The statistical tests indicate that the enrolled 
students were more favorably influenced by Financial 
not-enrolled students. 
Sumiaary_of Hypothesis 1 and ? 
The test of hypothesis 1 indicated that there were 
no significant differences in the influential factors 
that affected the enrollment decisions of enrolled students 
compared to not-enrolled students. 
1 
Table 12 
Soiirees of Influence - Multivariate Analysis 
-of*iiarLa"Pc:j:nrt‘he Effect of 
Mean 
Multivariate 
Univariate F-tests 
1. Official Information 
2. Financial Aid Office 
3. High School Sources 
H. NECC Recruiting Publications 
5 . Friends 
6. On-Campus Recruiting Sources 
7. General Knowledge 
8. Print Media 
Square F Sig. of F 
3.503 . 001 * 
. 1 98 
16.673 
14.817 
.226 
.588 
12.867 
2.895 
.273 
. 172 
5.424 
7.322 
.115 
. 366 
6.729 
1.622 
.119 
.678 
.020* 
. 007 * 
.734 
.546 
.010* 
.203 
.729 
* Significant at .05 
Table 13. Sources of Influence - Multivariate Analysis 
of Variance for the Effect of Enrollment Status 
- First-Time Students 
Mean Square F Sig. of F 
Multivariate 3-160 .002* 
Univariate F-tests 
1. Official Information 
. 1 46 .116 
.733 
2. Financial Aid Office 20.770 6.627 .0 10* 
3- High School Sources 4.519 2.229 . 1 36 
4 . NECC Recruiting Publications 
.026 .014 . 904 
5. Friends 7.951 5.765 .017* 
6. On-Campus Recruiting Sources 13.519 7.255 .007* 
7 . General Knowledge 1 .893 1.174 .279 
8. Print Media 1.184 .554 
.457 
# Significant at .05 
The test of hypothesis 2 indicated that the 
ea the enrolled 
students were more favn^aKi 
Tavonabiy influenced by Financia! 
Aid Office Contact (Source 2) and On r 
; and 0n-Campus Recruitment 
Sources (Source 6) than were the hot-enrolled students 
Overall High school sources (source 3) was also found 
important, but was replaced by Friends (Source 
5) as a more favorable source when only first-time students 
were considered. 
--e s k——liy p o t h e s j s ^ 
Hypothesis 3 was formulated to test for any differ 
ences in the influential factors that affected the enrollmen 
decisions of traditional students compared to non-traditiona 
students. 
Findings—-—all respondent-, s , 
There were two significant 
differences found. Table n indicates the multivariate 
and univariate F-tests. 
The statistical tests indicate that the non-traditional 
students were more favorably influenced by Course Acces¬ 
sibility (Factor 6), which includes scheduling of courses 
and variety of courses; and Transfer Orientation (Factor 
8), which includes good preparation for transfer and 
inability to afford cost of first choice college, than 
v/ere the traditional students. 
16 
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Table 14. Factors of Influence - Multivariate Analysis 
of Variance for the Effect of Age - All Bespondents 
Multivariate 
Univariate F-tests 
1. General Atmosphere 
2. Physical Characteristics 
3. Personalized Attention 
4. Financial Accessibility 
5. Academic Major Related 
6. Course Accessibility 
7. Perceived Quality 
8. Transfer Orientation 
* Significant at .05 
Mean Square F Sig. of F 
5.311 1 .89E-006 * 
5.764 2.998 
. 084* 
.698 
.589 
.443 
5.766 3.771 
.053 
3.729 3.681 
.056 
.223 . 1 42 
.706 
5.641 4.107 
.043* 
2.363 1.861 
.173 
51 .371 30.810 4.29E-008* 
Table 15. Factors of Influence - Multivariate Analysis 
of Variance for the Effect of Age - First-Time 
Students 
Mean Square F Sig. of F 
Multivariate 3.643 4.22E-004* 
Univariate F-tests 
1 . General Atmosphere 3.282 2.105 . 1 48 
2 . Physical Characteristics 2.885 2.788 .096 
3. Personalized Attention .076 .055 .815 
4 . Financial Accessibility .024 .024 .876 
5. Academic Major Related 
.079 .058 .810 
6 . Course Accessibility 
.089 .078 .779 
7 . Perceived Quality 1.160 .97 1 .325 
8. Transfer Orientation 23.031 13.957 2.14E-004* 
« Significant at .05 
There Has one one 
significant difference found between first-tine traditional 
and first-time non-traditional students. Table ,5 indicates 
the multivariate and univariate F-tests. 
Transfer Orientation (Factor 8) was found to be 
a more favorable influence for first-time non-tradit i o n al 
students than for the first-time traditional students. 
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Test of Hypothesis a 
Hypothesis 4 was formulated to test for any differ¬ 
ences in the influential sources that affected the enrollment 
decisions of traditional students compared to non-traditional 
students. 
Findings, - all respondents, Four significant differences 
were found. Table 16 indicates the multivariate and univariate 
F-tests. 
The statistical tests indicate that the non-traditional 
students were more favorably influenced by Official Infor¬ 
mation Sources (Source 1), which includes meeting NECC 
representatives at college fairs and high schools, contact 
with the Academic Support Center, and contact with the 
career counseling/placetnent center; Friends (Source 5); 
and, Print Media (Source 8), which includes the Division 
of Continuing Education Brochure and newspaper articles/ 
advertisement, than were traditional students. Traditional 
students 
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were mere favcnably influence* by High Scbool 
Sources (Source 3). 
Hl.nding.s - f! st.url-nt -, The findings for 
first-tirae traditional and first-tine non-traditiona 1 
students were the sane as for all respondents with the 
addition of General Knowledge (Source 7) as a .ore favorable 
influence for first-time non-traditiona1 students than 
for the first-tine traditional students. Table ,7 indicates 
the multivariate and univariate F-tests. 
Summary—of Hypotheses ^ and 
The test of hypothesis 3 indicated that the non-trad- 
ltional students were more favorably influenced by Course 
Accessibility (Factor 6) and Transfer Orientation (Factor 
8) than were the traditional students. 
The test of hypothesis 4 indicated that the traditional 
students were more favorably influenced by High School 
Sources (Source 3) than were the non-traditional students. 
However, the non-traditional students were more favorably 
influenced by Official Information Sources (Source 1), 
Friends (Source 5), and Print Media (Source 8) than were 
the traditional students. 
A similar set of findings was found when first-time 
students only were analyzed with the addition of General 
Knowledge (Source 7) being a more favorable influence 
Table 16. Source* of Influence - Multivariate Analyela 
of Variance for the Effect of Age - All Respondent* 
Mean Square F 
Multivariate 
Univariate F-tests 
35.696 
1 . 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
Official Information 
Financial Aid Office 
High School Sources 
NECC Recruiting Publications 
Friends 3^ 
On-Campus Recruiting Sources 
General Knowledge 2 
Print Media 
14.398 
2.085 
371.521 
398 
. 182 
279 
10H 
70.066 
12.549 
.678 
183.579 
.202 
52.307 
. 1 46 
1.178 
30.794 
* Significant at .05 
Sig. of F 
.000* 
n.27 E-004 * 
.410 
.000* 
.653 
.000* 
.702 
. 278 
4.33E-008* 
Table 17. Sources of Influence - Multivariate Analysis 
of Variance for the Effect of Age — First—Time 
Students 
Mean Square F Sig. of F 
Multivariate 
Univariate F-tests 
18.714 .000* 
1. Official Information 8.908 7.097 .008* 
2. Financial Aid Office 
.368 
.117 .732 
3. High School Sources 1 95.234 96.314 .000* 
4. NECC Recruiting Publications 1 .243 .690 .406 
5. Friends 31.505 22.843 1.66E-O 
6. On-Campus Recruiting Sources 2.741 1.471 .226 
7. General Knowledge 11.636 7.216 .008* 
8. Print Media 10.211 4.781 
.029* 
* Significant at .05 
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for non-traditional students, 
lest of Hvpnthesyq q 
Hypothesis 5 was formulated to test for an interaetion 
between enrollment status and age in the degree to which 
the clusters of factors were influential in the college 
choice decision-raaking process. 
Finding? - an respondents, No significant interactions 
were found when the hypothesis was tested statistically. 
Table 18 indicates the multivariate and univariate F-tests. 
Finding.? - first-time students. No significant 
interactions were found when the hypothesis was tested 
statistically. Table 19 indicates the multivariate and 
univariate F-tests. 
Test of Hypothesis 
Hypothesis 6 was formulated to test for an interaction 
between enrollment status and age in the degree to which 
the clusters of sources were influential in the college 
choice decision-making process. 
Findings - all respondents. No significant interactions 
were found when the hypothesis was tested statistically. 
Table 20 indicates the multivariate and univariate F-tests. 
Findings - first-time students. No significant 
interactions were found when the hypothesis was tested 
statistically. Table 21 indicates the multivariate 
univariate F-tests. 
and 
Summary of 5 5 and L 
No significant interactions between enrollment and 
age was found. Therefore no effect was created by the 
combination of students' enrollment status and age over 
and above the main effects associated with each of the 
independent variables when considered separately with 
respect to the factors and sources considered in the 
college choice decision-making process. 
Table 18. Factors of Influence - Multivariate 
of Variance for the Interaction of 
Status and Age - All Respondents 
Analysis 
Enrollment 
Mean Square F Sig. of F 
Multivariate 
Univariate F-tests 
1. General Atmosphere 
2. Physical Characteristics 
3. Personalized Attention 
4. Financial Accessibility 
5. Academic Major Related 
6. Course Accessibility 
7. Perceived Quality 
8. Transfer Orientation 
.744 
.653 
4.276 2.223 
.137 
. 1 26 
. 1 06 
.744 
. 1 36 
.089 .766 
2.155 2.171 . 1 45 
4.056 2.583 . 1 09 
.869 
.633 .426 
1 .548 1.219 .270 
1 .328 
.797 .372 
* Significant at .05 
Table 19. Factors of Influence - Multivariate Analysis 
of Variance for the Interaction of Enrollment 
Status and Age - First-Time Students 
Mean Square F Sig. of F 
Multivariate 1.391 . 199 
Univariate F-tests 
1. General Atmosphere 9.398 6 .030 
.015* 
2. Physical Characteristics 
.525 .507 .477 
3. Personalized Attention 
.435 .310 .578 
4. Financial Accessibility 
.916 .902 
.343 
5. Academic Major Related 1 .723 1 .253 . 264 
6. Course Accessibility 1 .209 1.061 .304 
7. Perceived Quality 7.164 5.997 .015* 
8. Transfer Orientation 3.101 1 .879 .171 
* Significant at .05 
Table 20. Sources of Influence - Multivariate 
of Variance for the Interaction of 
Status and Age - All Respondents 
Analysis 
Enrollment 
Mean Square Sig. of F 
Multivariate 
Univariate F-tests 
1 
2 
3 
4 
5 
6 
7 
8 
Official Information 
Financial Aid Office 
High School Sources 
NECC Recruiting Publications 
Friends 
On-Campus Recruiting Sources 
General Knowledge 
Print Media 
1 .872 
.062 
3.240 2.824 
.093 
7.193 2.340 
. 1 27 
.174 
.086 • 769 
3.962 2.015 . 1 56 
8.015 4.980 
.026* 
1.637 .856 
.355 
.177 .099 
.753 
4.198 1 .845 
.175 
Significant at .05 
Table 21. Sources of Influence - Multivariate Analysis 
of Variance for the Interaction of Enrollment 
Status and Age - First-Time Students 
Mean Square F Sig. of 
Multivariate 
.788 
.6 13 
Univariate F-tests 
1. Official Information 4.916 3.917 .048* 
2. Financial Aid Office 2.633 .840 .360 
3. High School Sources 3.247 1.601 .206 
4. NECC Recruiting Publications .181 . 1 00 .751 
5. Friends 1 .844 1 .337 .248 
6. On-Campus Recruiting Sources 2.123 1.139 .286 
7. General Knowledge .002 .001 
.971 
8. Print Media 2.025 .948 .331 
* Significant at .05 
descriptive Analyses 
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Review_of Mean Responses 
By reviewing the weighted means of the responses 
to the clusters of factors and sources we can obtain 
information about students* concerns, information needs, 
and preferred information sources. Table 22 displays 
the weighted mean scores and ranks for the entire sample 
as well as for various subgroups. Also displayed, for 
the entire sample only is the percentage of "not considered" 
responses. 'The "not considered" (0) response was not 
used in the calculation of the mean values. 
The Financial Accessibility (Factor 4) was the highest 
rated response for all respondents followed by General 
Atmosphere (Factor 1) and Physical Characteristics (Factor 
2). Financial accessibility was easily the most important 
factor for all subgroups, with the notable exception 
being non-traditional students who were most influenced 
by Academic Major Related (Factor 5). Overall, the results 
tend to verify the common belief that students are attracted 
to Northern Essex because the college is of low cost, 
close to home, has a good atmosphere, and provides a 
good preparation for transfer or future employment. 
The major sources of information for all major subgroups 
were Friends (Source 5) followed by NECC Recruiting Publi¬ 
cations (Source 4) and General Knowledge (Source 7). 
The least important source was Official Information Sources 
(Source 1). Also of note was the relatively low ranking 
for High School Sources (Source 3) even by the traditional 
students. These results would indicate the need for 
supporting the informal word-of-mouth information channels 
and providing quality literature for the prospective 
students to read and review. 
A complete review of the mean responses to each 
individual factor and source can be found in Table 22. 
Reviey_of "Mot Considered” Responses 
The decision to include a "not considered" response 
was made so that respondents would not have to force 
fit a response to a variable that was not even slightly 
considered during the college choice decision-making 
process. This researcher felt that by reviewing the number 
of "not considered" responses additional data would be 
obtained that would be useful. 
Table 22 gives the percentage of not considered 
responses for each cluster of factors and sources. (The 
percentage was obtained by using a weighted average with 
respect to the responses to the individual responses 
to each variable that makes up the cluster). Most everyone 
considered the General Atmosphere (Factor 1) and Perceived 
Quality (Factor 7), while a lesser number of respondents 
considered Transfer Orientation (Factor 8). While Financial 
Accessibility (Factor b) received the highest mean response, 
23.1? of the respondents did not consider at least one 
variable in this cluster at all, and while Perceived 
Quality (Factor 7) received a low mean ranking, the variables 
in this cluster was considered by all but 10.8? of the 
respondents. 
The source clusters reveal a high percentage of 
"not considered" responses, ranging to 7*1.9$ for Official 
Information Sources (Source 1). Apparently most respondents 
did not use - a multitude of sources of information, instead 
relied on the ones that were best for their own particular 
uses. 
Review of Points 
Questions 2 and 4 of the questionnaire asked respondents 
to rate the most influential factors and sources according 
to the most important (5 points), second most important 
(3 points), and third most important (1 point). Table 
23 presents the percentage of total points received by 
each of the factors of influence, displayed for the enrolled 
and not-enrolled students. Figure 12 is the graphic 
display of the data in Table 23. 
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Table 22. Weighted Means and Ranks 
Subgroups 
Factor and Source 
(BASED ON RESPONSES TO 1-5 RATING SCALE) 
ILL 
respondents 
Factor/Source MEAN' RANK 
Gen. Atmosphere 
Physical Charac. 
Personal Attent. 
Financial Acces. 
Acad. Major 
Course Acces. 
Perceived Oual . 
Transfer Orient. 
Offic. Inf orn 
Financial Aid 
High School 
NECC Recruit.Pub. 
Friends 
Campus Source s 
Gen. Knowledge 
Print Media 
1 3.858 ? 
? 3-839 3 
3 3.757 6 
* 3-967 i 
5 3.827 5 
8 3 • 6 9*i 8 
7 3.695 7 
8 3.837 0 
1 3.260 6 
2 3.*<51 6 
3 3-395 7 
** 3.777 2 
5 3.871 1 
8 3.553 5 
7 3.727 3 
8 3.576 0 
percent of »hot 
CONSIDERED* RESPONSES 
1 rank 
10.0 1 
13.*< 3 
22.7 6 
23.1 7 
16.0 0 
22.5 5 
10.6 2 
**3-9 6 
70.9 p 
6*<. 5 7 
52.0 5 
28.7 3 
27.6 2 
53.0 6 
22.6 1 
51.3 0 
Factor/Source 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. 0 
Acad. Major 5 
Course Acces. 6 
Perceived Quel. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. 0 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media 8 
ENROLLED NOT- 
ENROLLED 
TRADITIONAL NON- 
TRADITIONAL 
MEAN RANK MEAN RANK MEAN RANK MEAN RANK 
1-893 2 3.7 30 0 3.800 2 3.892 0 
3.663 0 3.752 3 3.767 0 3.955 2 3.787 6 3.638 6 3.706 6 3.680 5 3-997 1 3 • 838 1 3.928 1 3.96O o 3.830 5 3-778 2 3.722 5 0.006 1 
3-712 6 3.627 8 3.608 7 3.80C 6 3-712 7 3.632 7 3.616 e 3-867 7 3.892 3 3.650 5 3.610 3 3.869 6 
3.276 6 3.313 6 3.216 8 3-500 7 
3.525 6 3.083 7 3-375 6 3.639 6 3-398 7 2.067 8 3.013 0 3.222 8 
3.785 2 3.707 2 3.690 2 3-972 2 3-900 1 3.750 1 3.836 1 0.005 1 3.57 0 5 3.073 5 3.012 5 3.877 5 3-720 3 3.737 3 3.653 3 3.906 0 
3.573 0 3.585 0 3-350 7 3.959 3 
Factor/Source 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. 4 
Acad. Major 5 
Course Acces. 6 
Perceived Qual. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. 4 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media 8 
Factor/Source 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. 4 
Acad. Major 5 
Course Acces. 6 
Perceived Qual. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. 4 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media 8 
FIRST 
MEAN 
-TIME 
RANK 
PRIOR 
MEAN RANK 
3.782 4 4.011 2 
3.811 2 3.911 5 
3.704 6 3.868 6 
3.911 1 4.023 1 
3.756 5 3.947 4 
3.561 8 3.804 7 
3.645 7 3.789 8 
3.787 3 3.948 3 
3.286 8 3.277 8 
3.454 4 3.443 6 
3-^07 7 3.330 7 
3.751 2 3.830 3 
3.838 1 3.928 1 
3.443 5 3.781 5 
3.643 3 3.897 2 
3.422 6 3-825 4 
ENROLLED ENROLLED 
TRADITIONAL NOH-TRAD. 
MEAN RANK MEAN ! RANK 
3-907 2 3.864 6 
3.812 4 3.966 3 
3.752 5 3.869 5 
3.995 1 4.003 2 
3-738 6 4.029 1 
3.671 7 3.800 8 
3.650 8 3.833 7 
3-851 3 3.932 4 
3.215 8 3.505 7 
3.433 4 3-760 6 
3-409 6 3-293 8 
3.686 2 3-988 1 
3.880 1 3.970 2 
3.431 5 3.87 1 5 
3.649 3 3.884 4 
3.339 7 3.944 3 
FEMALE 
mean rank 
MALE 
MEAN 1 RANK 
3.892 4 3.810 3 
3.905 3 3.741 4 
3.826 6 3.665 6 
4.025 1 3.869 2 
3.923 2 3.665 5 
3.777 7 3.572 8 
3.771 8 3.582 7 
3.835 5 3-872 1 
3.372 8 3.140 8 
3.533 6 3.308 7 
3.455 7 3.305 6 
3.901 2 3.57 3 3 
3.931 1 3.777 1 
3.594 5 3.493 4 
3.815 3 3.583 2 
3.717 4 3.347 4 
NOT-ENR. NOT-ENR. 
TRADITIONAL NON-TRAD. 
MEAN RANK MEAN ; RANK 
3.640 5 4.038 3 
3.711 2 3-895 6 
3-558 7 3-940 5 
3.819 1 3-970 4 
3.672 3 4.128 1 
3.576 6 3.802 7 
3.506 8 4.058 2 
3-669 4 3-579 8 
3.221 7 3-667 6 
3.080 8 3.091 7 
3.423 4 3.000 8 
3.719 1 3-865 5 
3-691 2 4.013 3 
3-336 6 3.914 4 
3.665 3 4.023 2 
3-388 5 4.026 1 
130 
Factor/Source 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. $ 
Acad. Major 5 
Course Acces. 6 
Perceived Qual. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. 4 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media. 8 
Factor/Source 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. 4 
Acad. Major 5 
Course Acces. 6 
Perceived Qual. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. 4 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media 8 
ENROLLED 
PEHALE 
ENROLLED 
HALE 
NOT-ENR. 
FEMALE 
NOT-ENR 
HALE 
• 
MEAN RANK MEAN RANK MEAN RANK mean rank 
3.926 4 3.843 3 3.758 3 3.694 4 
3.9*19 2 3.732 4 3.739 4 3.772 3 
3.871 6 3.675 5 3.647 6 3.628 6 
*1.071 1 3.891 2 4.019 1 3.794 1 
3.9 ** 1 3 3.665 6 3.858 2 3.664 5 
3.8 1 4 7 3-518 8 3.635 7 3.616 7 
3.788 8 3.598 7 3.706 5 3.522 8 
3.887 5 3.899 1 3.549 8 3.778 2 
3.389 8 3.090 8 3.309 7 3.320 7 
3.62*t 5 3.368 5 3.154 8 2.900 8 
3.***16 7 3.267 7 3.371 6 3.410 5 
3.928 2 3.538 3 3.791 2 3.687 2 
3-972 1 3.799 1 3.788 3 3.697 1 
3.612 6 3.518 4 3.541 5 3.381 6 
3.81*1 3 3.575 2 3.822 1 3.607 3 
3.73*1 *1 3-301 6 3.648 4 3.500 4 
ENROLLED 
FIRST-TIME 
ENROLLED 
PRIOR 
NOT-ENR. 
FIRST-TIME 
NOT-ENR. 
PRIOR 
MEAN RANK MEAN RANK MEAN RANK MEAN RANK 
3-830 3 4.007 2 3.632 6 4.036 1 
3.8*12 2 3-919 5 3.713 4 3-871 5 
3.737 4 3-889 6 3.935 1 3.762 6 
3.977 1 4.079 1 3-792 2 3-970 3 
3-691 5 3.963 4 3.742 3 3.878 4 
3.685 7 3.823 7 3.598 7 3.713 7 
3-687 6 3.754 8 3.514 8 4.000 2 
3-836 8 4.005 3 3-643 5 3.674 8 
3.282 8 3.260 8 3-301 7 3-389 7 
3.508 4 3.569 6 3.192 8 2.800 8 
3-**23 6 3.280 7 3.366 5 3.563 6 
3.737 2 3-874 3 3-798 1 3-585 5 
*1.003 1 3-907 1 3.662 3 4.020 1 
3. *168 5 3-762 5 3-315 6 3-900 3 
3.626 3 3-903 2 3.694 2 3.868 4 
3. *122 7 3.804 4 3.429 4 3-923 2 
Gen. Atmosphere 1 
Physical Charac. 2 
Personal Attent. 3 
Financial Acces. A 
Acad. Major 5 
Course Acces. 6 
Perceived Qual. 7 
Transfer Orient. 8 
Offic. Inform. 1 
Financial Aid 2 
High School 3 
NECC Recruit.Pub. A 
Friends 5 
Campus Sources 6 
Gen. Knowledge 7 
Print Media 8 
traditional MON-TRAD. 
FIRST- -TIME FIRST- TIME 
:e MEAN RANK mean rank 
3.776 A 3.817 7 
3.759 5 A . 0 5 A 1 
3.677 3 3.836 5 
3.915 1 A .009 3 
3.703 6 A . 0 2 A 2 
3.619 7 3.760 6 
3.603 8 3.8A6 A 
3.779 2 3-835 6 
3 • 2 A 9 8 3-617 7 
3-357 6 3.923 A 
3.1 A8 A 3.182 8 
3.712 2 3-961* 2 
* 3-815 1 A . 0 A 3 1 
3.393 5 3.690 6 
3.622 3 3.772 5 
3.315 7 3 - 9 A 1 3 
Table 23. p°^ t*nf luential Factors - Percentage of Total 
(5 pts.-most;3pts.-second most;1 pt.-third most) 
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BANK 
Enrolled 
1 . 
2. 
3. 
<4. 
5. 
6. 
7. 
8. 
9. 
10. 
11 . 
12. 
13- 
1 *1 . 
15. 
16. 
17. 
18. 
19. 
20. 
21 . 
22. 
23. 
2** . 
25. 
26 . 
27 . 
28. 
29. 
30. 
31 . 
32. 
LOW TUITION AND OTHER EXPENSES 
CLOSE TO HOME 
HAD SPECIFIC ACADEMIC MAJOR DESIRED 
GOOD PREPARATION FOR TRANSFER 
QUALITY OF TEACHING 
FINANCIAL AID AVAILABILITY 
employment opportunities after graduation 
OVERALL ACADEMIC REPUTATION 
OVERALL COST (AFTER FINANCIAL AID) 
SMALL CLASSES/PERSONALIZED INSTRUCTION 
VARIETY OF COURSES OFFERED 
TO EXPERIMENT WITH COURSES IN COLLEGE 
ADMISSIONS STANDARDS 
SIZE OF THE COLLEGE 
INABILITY TO AFFORD COST OF FIRST CHOICE COLLEGI 
GENERAL ATMOSPHERE OF THE COLLEGE 
SCHEDULING OF COURSES 
ACADEMIC COMPETITIVENESS OF INTENDED MAJOR 
AMOUNT OF INTEREST IN STUDENTS SHOWN BY FACULTY 
EXTRA HELP FROM INSTRUCTORS AVAILABLE 
QUALITY OF COMPUTER FACILITIES 
ATTRACTIVE CAMPUS AND FACILITIES 
TO BE WITH STUDENTS WITH A SIMILAR BACKGROUND 
REPUTATION OF ALUMNI/AE 
GOOD EDUCATIONAL/VOCATIONAL COUNSELING 
PROXIMITY TO PLACE OF EMPLOYMENT 
STUDENT ACTIVITIES AVAILABLE 
RANGE OF STUDENT PERSONNEL SERVICES 
AVAILABILITY AND VARIETY OF TUTORIAL SERVICES 
DIVERSITY OF STUDENT BODY 
QUALITY OF LIBRARY 
AVAILABILITY OF CHILD CARE FACILITIES 
19. **3 
13-8*1 
9.81 
7.85 
5.9*1 
5. *» 0 
3.56 
3-36 
3.29 
2.87 
16 
16 
014 
1.91 
1 .81 
1 .80 
1.79 
1.67 
1.55 
1.35 
1 .20 
.96 
.7 1 
.69 
.59 
.56 
. **** 
.37 
• 37 
. 20 
. 20 
. 1 5 
* Not- 
Enrolled 
19.19 
16.37 
1 0 . *( 5 
7.03 
5.1*1 
2.7*1 
*1.28 
A.20 
**.11 
**.37 
5.1** 
1 .80 
1.88 
.86 
.60 
1 .5** 
.60 
2. **0 
1.03 
.86 
.68 
1 .80 
.60 
.26 
.08 
.77 
.68 
.**3 
.08 
.00 
.00 
.00 
Figure 12. 
Percentage 
Points 
Percentage of Points Receive 
the 32 Factors of Influence 
^Not-Enrolled Students 
d for Each of 
for Enrolled and 
1 2 3 4 5 G 7 8 91011121314151617181920212223242528272829303132 
Question 1, Item Number 
Benrolled 
■not enrolled 
The seven most important factors were 
Low Tuition and Other Expenses 
Close to Home 
Has Specific Academic Major 
Good Preparation for Transfer 
Quality of Teaching 
Financial Aid Avail. 
Employment Opportunities 
These seven variables were the only ones to receive 
at least 5% of the total points from either the enrolled 
or not-enrolled respondents. Figures 13-16 displays 
the percentage of points received for these seven most 
important factors for the major student segments. 
Figure 13 is the display of the seven variables 
comparing e-nrolled and not-enrolled students. Overall 
the percentage of points for each variable were relatively 
equal. Figure 14 compares the responses of the enrolled 
females and males. The largest difference was in Good 
Preparation for Transfer (variable 19) where the males 
were more influenced by this factor than the females. 
Figure 15 compares the percentage of points awarded 
by the traditional and non-traditional enrolled students. 
The most striking differences were that traditional students 
were much more influenced by Low Tuition (variable 4) 
than the non-tradi tional students; while the non-traditional 
students were more influenced by Had Specific Academic 
Major (variable 13) than were the traditional students. 
Figure 16 compares the first-time students and the prior 
students. 
Table 24 presents the percentage of total points 
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received for each of the sources of influence displayed 
by enrolled and not-enrolled students. Figure 17 is 
the graphical display of the information in Table 24. 
The eight most important sources of information 
were : 
Advice of Family Members General Knowledge 
J1®11 f _ High School Counselor 
Students Currently Attending NECC NECC Catalog 
Former NECC Students* Advice General College Guides 
These eight variables were the only ones to receive 
at least 5? of the total points from either the enrolled 
or not-enrolled respondents. Figures 18-21 displays 
the percentage of points received for the eight most 
important sources of information for the major student 
segments. 
Figure 18 is the display of the eight variables 
comparing enrolled and not-enrolled students. While 
General Knowledge (variable 7) and General College Guides 
(variable 8) were more influential to not-enrolled students, 
the responses to the other variables were quite similar. 
Figure 19 compares the responses of female and male enrolled 
students. The largest difference was in Advice of Family 
Members (variable 5) where the females were more influenced 
by this source than were the males. 
Figure 20 compares the percentage of points response 
for the traditional and non-traditional enrolled students. The 
obvious differences were that traditional students were 
much more influenced by High School Counselor (variable 
Figure 13. 
Percentage of Points Received for the 7 Host 
StuJent3ial Pa0t°rS for Enrolled and Not-Enrolled 
Percentage of 
Points 
Senrolleb 
Otm ENROLLED 
Question 1, Item Number: 
3. -Financial Aid Availability 
4. Low Tuition and Other Expenses 
5. Quality of Teaching 
7. Close to Home 
13. Has Specific Academic Major 
15. Variety of Courses Offered 
19. Good Preparation for Transfer 
Figure 14. Percentage 
Influential 
of Points Received 
Factors for Female 
1 37 
lor the 7 Most 
and Male Students 
Percentage of 
Points 
0FEHRLE 
■hale 
Question 1, Item Number: 
3. Financial Aid Availability 
4: Low Tuition and Other Expense:. 
5. Quality of Teaching 
7. Close to Home 
13. Has Specific Academic Major 
15. Variety of Courses Offered 
19. Good Preparation for Transfer 
Figure 15. 
Percentage of Points Received for the 7 Most 
ltiona^students01*3 f°r Tra<Uti°"al — "on-Trad 
Percentage of 
Points 
SdTRfiDITIONRL 
■non-trriitionrl 
Question 1, Item Number: 
3. Financial Aid Availability 
4. Low Tuition and Other Expenses 
5. Quality of Teaching 
7. Close to Home 
13. Has Specific Academic Major 
15. Variety of Courses Offered 
19. Good Preparation for Transfer 
139 
Figure 16. Percentage of Points 
Influential Factors 
Students 
Received for the 7 Most 
for First-Time and Prior 
’ercentage of 
'oints 
Sfirst time 
■prior 
Question 1, Item Number: 
3. Financial Aid Availability 
4. Low Tuition and Other Expenses 
5. Quality of Teaching 
7. Close to Home 
13. Has Specific Academic Major 
IS. Variety of Courses Offered 
19. Good Preparation for Transfer 
1 *J0 
Table 24. ^^Influential Sources - Percentage of Total 
.RANK 
1 . 
2. 
3. 
4 . 
5. 
6. 
7 . 
8. 
9. 
1 0. 
11 . 
12. 
13. 
14. 
15. 
16. 
17 . 
18. 
19. 
20. 
21 . 
ADVICE OF FAMILY MEMBERS 
FRIENDS 
STUDENTS CURRENTLY ATTENDING NORTHERN ESSEX 
FORMER NORTHERN ESSEX STUDENT'S ADVICE 
HIGH SCHOOL COUNSELOR 
NORTHERN ESSEX CATALOG 
NORTHERN ESSEX PROGRAM BROCHURES 
GENERAL KNOWLEDGE ABOUT THE COLLEGE 
GENERAL COLLEGE GUIDES AND HANDBOOKS 
ON-CAMPUS INTERVIEWS WITH NECC ADMISSIONS OFF 
FACULTY OF NORTHERN ESSEX 
DIVISION OF CONTINUING EDUCATION BROCHURE 
HIGH SCHOOL TEACHERS 
NEWSPAPER ARTICLES/ADVERTISEMENTS 
CONTACT .WITH THE FINANCIAL AID OFFICE 
ALUMNI/AE OF NORTHERN ESSEX 
TALKS BY NECC REPRESENTATIVES AT HIGH SCHOOL 
CONTACT WITH CAREER COUNSELING/PLACEMENT CENT! 
OTHER NORTHERN ESSEX PUBLICATIONS 
MEETING NECC REPRESENTATIVES AT COLLEGE NIGHT 
CONTACT WITH THE ACADEMIC SUPPORT CENTER 
t-third most) 
< t Not- 
Enrol led Enrolled 
15.86 15.81 
11.02 13.52 
10.37 9.04 
8.78 8.04 
6.18 10.05 
5.68 5.03 
14.86 3.38 
4.5A» 8.87 
A .54 8.50 
:CE 3.35 1.37 
3.23 3-29 
2.63 1.55 
2.4 1 3.65 
1 .76 1 .92 
1 .69 1.37 
1.04 
• 73 
1 .02 
.91 
:r .92 
.55 
.82 • 36 
.67 .46 
.35 
.09 
Figure 17 Percentage of Points Received for Each of 
f^r rl "??t Influential Sources of Information 
for Enrolled and Not-Enrolled Students 
Percentage of 
Points 
Question 3, Item Number 
ENROLLED 
NOT ENROLLED 
Figure 18. Percentage of Points Received for the 8 Host 
Students S”“rCe3 f°r En[-°Hed and Not-Enroiled 
Percentage of 
Points 
ENROLLEI 
NOT ENROLLEI 
Question 3, Item Number: 
1. High School Counselor 
2. Current NECC Students 
4. Friends 
5. Advice of Family Members 
6. Former NECC Student's Advice 
7. General Knowledge 
8. General College Guides 
14. Northern Essex Catalog 
Figure 19. Percentage of Points Received 
Influential Sources for Femal 
for the 8 
e and Male 
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Most 
Students 
Percentage of 
Points 
■flRLE 
Question 3, Item Number: 
). High School Counselor 
2. Current NECC Students 
4. Friends 
5. Advice of Family Members 
6. Former NECC Student's Advice 
7. General Knowledge 
8. General College Guides 
14. Northern Essex Catalog 
Figure 20. 
Percentage of Point 
Influential Sources 
itional Students 
1 i|i| 
s R 
for 
eceived for 
Traditional 
the 8 M o 31 
and Non-Trad- 
Percentage of 
Points 
Question 3, Item Number: 
1. High School Counselor 
2. Current NECC Students 
4. Friends 
5. Advice of Family Members 
6. Former NECC Student's Advice 
7. General Knowledge 
8. General College Guides 
14. Northern Essex Catalog 
Figure 21. Percentage of Points 
Influential Sources 
Students 
Received for the 8 
for First-Time and 
Most 
Prior 
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Percentage of 
Points 
&IRST TIRE 
■prior 
Question 3, Item Number: 
1. High School Counselor 
2. Current NECC Students 
4. Friends 
5. Advice of Family Members 
6. Former NECC Student's Advice 
7. General Knowledge 
8. General College Guides 
14. Northern Essex Catalog 
. > 11 
I) and Advice of Family M « u 
fh lly MemberS iabie 5, than wepe 
the non-traditional students. Flgure 
g 6 21 compares the 
first-time and prlor students, 
le.vjey _of Ranks 
The information obtained from the q u e s t i o n na i r e 
individual variables can be rank ordered in three 
ways: mean responses; reverse order of the -not considered- 
responses; and by the points received using the analysis 
of Question-s 2 and 4 for the most important factors and 
sources. Table 25 shows the relative rankings for the 
factors and Table 26 shows the relative rankings for 
the sources. 
While a number of comDapi^nc 
ompansons and comments could 
be made about the differences in the ranks, a Spearman 
Rank Order Correlation Coefficient test was performed 
to verify if there was a significant difference in the 
various rankings. Table 27 indicates the result of the 
analyses, and indicates that there was not a significant 
difference between any of the three rank orders. 
Table 28 is the result of the Spearman test performed 
on the rankings of the factor and source clusters displayed 
m Table 22. These analyses indicates a large number 
of significant differences in the rankings. 
Table 25. Fact ors of Influence Rank Orders 
1 H7 
A . 
B. 
C. 
D. 
E. 
F. 
G. 
H. 
I. 
J. 
K. 
L. 
M. 
N. 
O. 
P. 
Q. 
R. 
S. 
T. 
U. 
V. 
W. 
X. 
Y. 
Z. 
AA. 
BB. 
CC. 
DD. 
EE. 
FF. 
MEAN 
LOW TUITION AND OTHER EXPENSES 
CLOSE TO HOME 
OVERALL COST (AFTER FINANCIAL AID) 
GOOD PREPARATION FOR TRANSFER 
HAD SPECIFIC ACADEMIC MAJOR DESIRED 
5?IrLHELP FR0H INSTRUCTORS available 
VARIETY OF COURSES OFFERED 
SMALL CLASSES/PERSONALIZED INSTRUCTION 
GENERAL ATMOSPHERE OF THE COLLEGE 
nU^vENT 0PP0RTUNITIES AFTER GRADUATION QUALITY OF TEACHING 
OPPORTUNITY TO EXPERIMENT COURSES IN COLLEGE 
ADMISSIONS STANDARDS COLLEGE 
INTEREST IN STUDENTS SHOWN BY FACULTY/STAFF 
students with a similar background 
ATTRACTIVE CAMPUS AND FACILITIES 
GOOD EDUCATIONAL/VOCATIONAL COUNSELING 
FINANCIAL AID AVAILABILITY 
SIZE OF THE COLLEGE 
SCHEDULING OF COURSES 
ACADEMIC COMPETITIVENESS OF INTENDED MAJOR 
OVERALL ACADEMIC REPUTATION 
QUALITY OF LIBRARY 
PROXIMITY TO PLACE OF EMPLOYMENT 
DIVERSITY OF STUDENT BODY 
AVAILABILITY AND VARIETY OF TUTORIAL SERVICES 
QUALITY OF COMPUTER FACILITIES 
RANGE OF STUDENT PERSONNEL SERVICES 
REPUTATION OF ALUMNI/AE 
INABILITY TO AFFORD COST OF FIRST CHOICE COLLEGE 
STUDENT ACTIVITIES AVAILABLE 
AVAILABILITY OF CHILD CARE FACILITIES 
1 
2 
3 
A 
5 
6 
7 
8 
9 
1 0 
1 1 
1 2 
13 
1 H 
15 
16 
17 
18 
19 
20 
21 
22 
23 
2D 
25 
26 
27 
28 
29 
30 
31 
32 
fiAUILJJIiJLLfi 
"ZERO" POINTS 
2 1 
1 2 
13 9 
9 it 
7 3 
17 20 
5 1 1 
8 10 
3 15 
1 8 7 
l| 5 
19 12 
11 13 
1 5 19 
21 23 
1 2 21 
20 27 
26 6 
16 16 
1 it 18 
1 0 1 H 
6 8 
2<t 31 
30 214 
23 30 
8 29 
27 22 
22 28 
29 25 
31 17 
25 26 
32 32 
Table 26. Sources of Influence Rank Orders 
148 
FORMER NORTHERN ESSEX STUDENT'S ADVICE 
ADVICE OF FAMILY MEMBERS 
«0*THeitM essp»"J»L;tte"di“° NOR™e»» ESSEX NUKTHtRN ESSEX PROGRAM BROCHURES 
NORTHERN ESSEX CATALOG 
FRIENDS 
C0LLEGE GUIDES AND HANDBOOKS 
GENERAL KNOWLEDGE ABOUT THE COLLEGE 
?SKJ?-o?r.gSSJS,SS.S-“110-Bli0CH0RE 
"ECC ‘DHIESI0ES 0EEIEE 
OTHER NORTHERN ESSEX PUBLICATIONS 
NEWSPAPER ARTICLES/ADVERTISEMENTS 
ALUMNI/AE OF NORTHERN ESSEX 
CONTACT WITH THE FINANCIAL AID OFFICE 
TALKS BY NECC REPRESENTATIVES AT YOUR HIGH SCHOOI 
CONTACT WITH CAREER COUNSELING/PLACEMENT CENTER 
MEETING NECC REPRESENTATIVES AT COLLEGE NlSS 
HIGH SCHOOL TEACHERS 
CONTACT WITH THE ACADEMIC SUPPORT CENTER 
MEAN 
1 
2 
3 
K 
5 
6 
7 
8 
RANK ORnftR 
"ZERO- POINTS 
9 13 21 
10 1 0 10 
1 1 1 4 1 1 
1 2 1 2 6 
13 9 19 
1 1 1 11) 
15 1 2 17 
16 17 15 
17 19 16 
1 8 1 8 18 
19 20 20 
20 15 12 
21 21 21 
Table 27. Spearman's Rank Order Correlation Coefficient 
1 49 
Factors of Influence 
Mean Rank "Zero" Rank Point Rank 
Mean Rank 
•75 .79 
"Zero” Rank 
.75 
• 73 
Point Rank 
•79 .73 
Sources of Influence 
Mean Rank "Zero" Rank Point Rank 
Mean Rank 
.88 .85 
"Zero" Rank .88 .80 
Point Rank .85 .80 
Mean rank calculated using the 1-5 scale. 
"Zero" ranks calculated according to the inverse of those 
indicating not considered. 
Point rank calculated using responses to the most influential 
factors and sources. 
Significance at .05 for n=32 is .363 (Factors) 
Significance at .05 for n=21 is .437 (Sources) 
Table 28. Spearman' 3 Rank Order Coefficient Sub Groups 
1 50 
ENROLLED/NOT-ENROLLED 
TRADITIONAL/NON-TRADITIONAL 
FIRST-TIME/PRIOR 
FEMALE/MALE 
ENROLLED TRADITIONAL/NOT-ENR. TRADITIONAL 
NOT-ENR. TRADITIONAL/NOT-ENROLLED NON-TRAD. 
ENROLLED FEMALE/ENROLLED MALE 
NOT-ENROLLED FEMALE/NOT-ENROLLED MALE 
ENROLLED FIRST-TIME/ENROLLED PRIOR 
NOT-ENROLLED FIRST-TIME/NOT-ENROLLED PRIOR 
ENROLLED TRADITIONAL/NOT-ENROLLED TRADITIONAL 
ENROLLED NON-TRADITIONAL/NOT-ENROLLED NON-TRAD 
ENROLLED FEMALE/NOT-ENROLLED FEMALE 
ENROLLED MALE/NOT-ENROLLED MALE 
ENROLLED FIRST-TIME/NOT-ENROLLED FIRST-TIME 
ENROLLED PRIOR/ NOT-ENROLLED PRIOR 
TRADITIONAL FIRST-TIME/NON-TRAD. FIRST-TIME 
ctors Sources 
.786 • 905 
.5 2A« 
. 595 • 
.810 
.881 
. 6 H 3 • 
• 929 
. A52» 
. 667 • 
-.07 1 • • 333* 
.595* .881 
• 333* .881 
.**76* 
.810 
-.155* . 5H8» 
.667" .667 * 
. 238* 
.667* 
. 7 1 *» • .762 
.905 . 7 1 A • 
. 52** • 
. 595• 
.21*** • 738 
.02*** . 500* 
* Significant at .05 for n=8 table value .715 
Other 
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The major interest of a descriptive 
m updating the marketing and information 
college was in a comparison of the enrolled 
rolled respondents to a number of issues, 
displays the information obtained from the 
survey for use 
system of the 
and the not-en- 
Figures 22-41 
questionnaire. 
Below are 
the highlights of the differe 
nces found with 
respect to the enrolled and not-enrolled 
students. 
Figure 22 The percentage of enrolled students 
18 is 34.8? versus 44.5? for the noi 
students. 
age 
-enrolled 
Figure 23 
Figure 24 
Figure 25 
The percentage of enrolled students age 
22 and over totals 3*1.4? versus 23.4? for 
the not-enrolled students. 
The percentage of enrolled students who 
are females was 59.8? compared to 60.8? 
for the not-enrolled students. 
The percentage of female students with prior 
college experience who enrolled was 54.2? 
compared to 62.2? for the not-enrolled students. 
The percentage of enrolled students who 
were male was 40.2? compared to 39.4? for 
the not-enrolled students. 
The percentage of males age 22 and over 
who enrolled was 35.9? compared to 28.1? 
who did not enroll. 
The percentage of enrolled students who 
were single was 77.7? compared to 88.3? 
for the not-enrolled students. 
The percentage of non-traditional enrolled 
students who were single was 37.1? compared 
to 50.0? for the not-enrolled students. 
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Figure 22. Percent of Enrolled 
by Age and Not-Enrolled Students 
Percentage of 
Respondents 
ENROLLED 
NOT ENROLLED 
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Figure 23. 
The Percentage of Female Reapondenta 
Percentage of 
Respondents 
[^ENROLLED 
■not ENROLLED 
Figure 24. The Pereentage of Hale Respondents 
Percentage of 
Respondents 
^enrolled 
@N0T ENROLLED 
Figure 25. The Percentage of Respondents Who Are Single 
Percentage of 
Respondents 
ENROLLED 
NOT ENROLLED 
Figure 26 
Figure 27 
Figure 28 
Figure 29 
Figure 30 
Northern Essex was thp 
of Rfi i n nr f u first choice college 
to 4% ^ enrolled students compared 
to 43.8? for the not-enrolled students. 
ofr60%nt E%Sef\was .the ^rst choice college 
enrolled °f th6 flrst-tirae students who 
enroiled compared to 38.0? for the first- 
time students who did not enroll. 
The percentage of students who were accepted 
at their first choice college was 66?2$ 
e r . . e enr°iled students compared to 82 4? 
for the not-enrolled students. 
The percentage of first-time enrolled students 
who were accepted at their first choice 
college was 57.1? compared to 80.3? for 
the first-time not-enrolled students. 
The percentage of enrolled students who 
had prior college attendance at NECC was 
10.2? compared to 7.5? for the not-enrolled 
students. 
The percentage of non-traditional enrolled 
students who had prior college attendance 
at NECC was 20.5? compared to 24.1? for 
the non-traditional not-enrolled students. 
Overall, 37.6? of the enrolled students 
had prior college attendance at NECC or 
elsewhere compared to 27.7? for the not- 
enrolled students. 
The percentage of enrolled traditional students 
with prior college attendance at NECC or 
elsewhere was 33.3? compared to 35.9? for 
the enrolled non-traditional students. 
The percentage of enrolled students who 
indicated that financing a college education 
would be a major concern was 21.8? compared 
to 25.0? for the not-enrolled students. 
The percentage of enrolled non-traditional 
students who indicated that financing a 
college education would be a major concern 
was 28.4? compared to 45.1? for the not- 
enrolled non-traditional students. 
Percentage of 
Respondents 
ENROLLED 
NOT ENROLLED 
Figure 27. The Percentage of Respondents Who 
They Were Accepted To Their First Indicated Choice College 
Percentage of 
Respondents 
Senrolled 
■not enrolled 
Figure 28. ™>e Percentage »f Respondents Mho Indicated 
They Had Prior Attendance at Northern Essex 
1 59 
Percentage of 
Respondents 
ALL FEMALE MALE TRAD. NON-TRRD. 
^ENROLLED 
■not ENROLLED 
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Figure 29. 
Pu'T!Jtage °f Re3P°»<lent3 Who 
They Had Prior College Attendance 
Indicated 
Percentage of 
Respondents 
dLL FEHRLE HALE TRAD. NON-TRRD. 
ENROLLED 
NOT ENROLLED 
Figure 30. The Percentage of Respondents Who Indicated 
Financing College Was a Major Concern 
Percentage of 
Respondent s 
FEMALE MALE NDN-TRRD. FIR5M1E PRIOR 
ENROLLED 
NO! ENROLLED 
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Figure 31 
Figure 32 
Figure 33 
Figure 34 
Figure 35 
The percentage of enrolled students who 
applied for financial aid at NECC was 36 2* 
compared to 24.3* for the not-enrolled student.. 
The percentage of enrolled first-time students 
who applied for financial aid at NECC was 
41.5* compared to 26.0* for the not-enrolled 
first-time students. 
The percentage of enrolled students who 
who received NECC financial aid was 26.2* 
compared to 15.4* for the not-enrolled students. 
The percentage of enrolled traditional students 
who received NECC financial aid was 28.1* 
compared to 22.6* for the non-traditional 
enrolled students. 
The percentage of enrolled students who 
received financial aid who stated that the 
aid award was a major impact was 56.4* compared 
to 19.0* for the not-enrolled students. 
The percentage of non-traditional enrolled 
students who said financial aid was a major 
impact was 78.4* compared to 50.0* for the 
non-traditional not-enrolled students. 
The percentage of financial aid recipients 
who stated the award had no impact was 13. 1 * 
for enrolled students compared to 23.8* 
for the not-enrolled students. 
The percentage of first-time enrolled students 
who stated their financial aid award had 
no impact was 15.5* compared to 29.4* for 
the not-enrolled first-time students. 
The percentage of enrolled students who 
plan to obtain at least a bachelor’s degree 
in the future was 85.0* compared to 85.3* 
for the not- enrolled students. 
The percentage of traditional enrolled students 
who plan to obtain at least a bachelor’s 
degree in the future was 87.9* compared 
to 74.6* for the non-traditional enrolled 
students. 
Figure 31 . 
The Percentage of Respondents 
For Northern Essex Financial 
Who Applied 
Assistance 
Percentage of 
Respondents 
ALL FEMALE MALE TRAD. NON-TRRD. FIRST-[[HE PRIOR 
ENROLLED 
NOT ENROLLED 
Figure 32. The Percentage of Respondents Mho Were Offered 
Northern Essex Financial Assistance 
Percentage of 
Kespunuciits 
ENROLLED 
NOT ENROLLED 
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Figure 33. The Percentage of Respondents Who Indicated 
Their Financial Aid Award Was a Major Impact 
On Their Attendance 
Percentage of 
Respondents 
ALL FEMALE MALE TRAD. NDN-TRRD. FIRST-HUE PRIOR 
E3ENR0LLED 
■not ENROLLED 
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gure 3*- 
On Their Attendance °f N° Impact 
Percentage of 
Respondents 
FEMALE MALE TRAD. HDN-FfiRD. FIRBT-TtHE PRIOR 
ENROLLED 
NOT ENROLLED 
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Figure 35. The Percentage of Respondent 
Obtain at Least A Bachelor's 
Future 
s Who Plan To 
Degree in the 
Percentage of 
Respondent s 
^ENROLLED 
Bnot ENROLLED 
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Figure 36 
Figure 37 
Figure 38 
Figure 39 
Figure 40 
Figure 41 
The percentage of enrolled students who 
visited the campus before enrolling was 
65.4? compared to 63.5$ for the not-enrolled 
The percentage of enrolled non-traditional 
students who visited the campus before enrolling 
was 67.1$ compared to 82.1$ for the not- 
enrolled non-traditional students. 
The percentage of enrolled students who 
visited the campus and who stated the visit 
had a positive impact was 87.4$ compared 
to 46.7$ for the not-enrolled students. 
The percentage of enrolled non-traditional 
students who visited the campus and who 
stated the visit had a positive impact was 
93.0$ compared to 52.1$ for the not-enrolled 
non-traditional students. 
The percentage of enrolled students who 
had a negative campus visit was 2.5$ compared 
to 13.0$ for the not-enrolled students. 
The percentage of first-time enrolled students 
who had a negative campus visit was 2.5$ 
compared to 17.1$ for the not-enrolled first-time 
students students. 
The percentage of enrolled students who 
plan to transfer to another college full¬ 
time was 45.2$. 
The percentage of enrolled non-traditional 
students who plan to transfer to another 
college full-time was 25.3$. 
The percentage of not-enrolled students 
who were attending NECC evening division 
was 9.0$. 
The percentage of not-enrolled students 
with prior college experience who were attending 
NECC evening division was 16.2$. 
The percentage of not-enrolled students 
now attending another college full or part 
time was 48.5$. 
The percentage of not-enrolled non- tradi tional 
students now attending another college full 
or part time was 9.4$. 
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Figure 36. Hi ^r'*ntage of ^esPondents Who 
the Northern Essex Campus Before 
Visited 
Enrolling 
Percentage of 
Respondents 
EHROLLED 
NOT ENROLLED 
Figure 37. The Percentage of Respondents Whose 
Visit Had a Positive Impact 
Campus 
Per ffrji tdg< of 
Respondent r 
Figure 38. The Percentage of Respondents Whose 
Visit Had a Negative Impact 
Campus 
Percentage of 
Respondent s 
PRIOR 
13.0 
HALE TRfiB. KDN-IRRO. FIRBT-nhE 
ESENROLLED 
®N0T ENROLLED 
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Figure 39. The Percentage of Enrolled 
Plan To Transfer To Another 
After Northern Essex 
Respondents Who 
College Full-Time 
Percentage of 
Respondents 
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Figure 40 III Sere6^?geH0f ":Utn,'olled Hespondents 
Division Attendlns Norther" Essex Evening 
Percentage of 
Respondents 
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Table 29 indicates the colleges that were the first 
choice of the enrolled students and the high schools 
represented by those students »ho graduated from high 
school the previous June. Table 30 reviews the same 
information for the not-enrolled students. Table 3, 
lists the colleges that the not-enrolled students were 
attending. 
Summary 
This ctapter reviewed the data obtained from the 
617 respondents who were accepted for enrollment at Northern 
Essex Community College for the Fall 1983 semester. 
The factor and source variables were analyzed using 
multivariate analysis of variance after aggregation using 
factor analysis with oblique rotation. The statistical 
significance was presented for each of the hypotheses 
and repeated using first-time students only. 
A descriptive analysis was presented using the mean 
responses to the clustered and individual variables, 
a review of the "not considered" responses, and a review 
of the points received for each variable. A testing 
of the varying rank orders found was performed using 
the Spearman Rank Order Correlation Coefficient. 
The responses to the other descriptive questions 
were presented graphically. 
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Table 29. Enrolled Students - First Choice Coll 
High School ege and 
QUESTION 9. WHAT WAS YOUR FIRST CHOICE COLLEGE? 
55 UNIVERSITY OF LOWELL 
UNIVERSITY OF NEW HAMPSHIRE 
14 SALEM STATE COLLEGE 
9 MERRIMACK COLLEGE 
8 NORTHEASTERN UNIVERSITY 
8 UMASS/AMHERST 
6 MIDDLESEX COMMUNITY COLLEGE 
5 FITCHBURG STATE COLLEGE 
4 NORTH SHORE COMMUNITY COLLEGE 
4 BURDETT COLLEGE 
4 EMERSON COLLEGE 
4 BRIDGEWATER STATE COLLEGE 
3 NORTH ADAMS STATE COLLEGE 
3 ENDICOTT COLLEGE 
3 HESSER COLLEGE 
3 WENTWORTH COLLEGE 
3 KEENE STATE COLLEGE 
2 ESSEX AGRICULTURAL COLLEGE 
2 BENTLEY COLLEGE 
2 CASTLE JR. COLLEGE 
2 FRAMINGHAM STATE COLLEGE 
2 NEWBURY JR. COLLEGE 
2 WESTFIELD STATE COLLEGE 
2 CHAMBERLAIN JR. COLLEGE 
35 COLLEGES ONE EACH 
QUESTION 20. IF YOU GRADUATED FROM HIGH SCHOOL IN JUNE 
1983, PLEASE GIVE THE NAME OF THE HIGH 
SCHOOL? 
24 HAVERHILL HIGH 
24 METHUEN HIGH 
12 SALEM NH HIGH 
10 PENTUCKET REGIONAL HIGH 
10 ST MARY’S HIGH 
9 GREATER LAWRENCE VOC-TECH 
8 DRACUT HIGH 
8 TIMBERLANE REGIONAL HIGH 
8 NORTH ANDOVER HIGH 
8 ANDOVER HIGH 
3 LAWRENCE HIGH 
6 LOWELL HIGH 
5 TRITON REGIONAL HIGH 
4 AMESBURY HIGH 
4 GREATER LAWRENCE VOC-TECH 
4 CHELMSFORD HIGH 
3 TEWKSBURY HIGH 
3 PINKERTON ACADEMY 
3 NEWBURYPORT HIGH 
3 READING HIGH 
3 MASCONOMET REGIONAL 
2 CENTRAL CATHOLIC 
2 BILLERICA HIGH 
2 WILMINGTON HIGH 
2 ST. LOUIS ACADEMY 
2 GEORGETOWN HIGH 
2 KEITH HALL 
10 HIGH SCHOOLS ONE EACH 
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Table 30. Not-Enrolled Students 
and High School First Choice 
QUESTION 9. COLLEGE OF FIRST CHOICE. 
24 UNIVERSITY OF LOWELL 
9 MIDDLESEX COMMUNITY COLLEGE 
6 SALEM STATE COLLEGE 
5 UMASS/AMHERST 
4 FITCHBURG STATE COLLEGE 
3 UNIVERSITY OF NEW HAMPSHIRE 
2 WENTWORTH INSTITUTE 
2 HESSER COLLEGE 
2 MERRIMACK COLLEGE 
2 CASTLE JR. COLLEGE 
22 COLLEGES WITH ONE EACH 
QUESTION 20. HIGH SCHOOL GRADUATED FROM IN JUNE 
12 CHELMSFORD HIGH 
9 METHUEN HIGH 
4 NORTH ANDOVER HIGH 
4 DRACUT HIGH 
3 TRITON REGIONAL HIGH 
3 HAVERHILL HIGH 
3 LOWELL HIGH 
2 WHITTIER VOC-TECH 
2 LAWRENCE HIGH 
2 PENTUCKET REGIONAL HIGH 
2 TEWKSBURY HIGH 
2 NEWBURYPORT HIGH 
2 GEORGETOWN HIGH 
2 ANDOVER HIGH 
2 BILLERICA HIGH 
2 MELROSE HIGH 
2 GREATER LAWRENCE VOC-TECH 
2 SALEM NH HIGH 
14 HIGH SCHOOLS WITH ONE EACH 
College 
1 983 . 
Table 31. Not-Enrolled Students 
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College Now Attending 
19 UNIVERSITY OF LOWELL 
6 SALEH STATE COLLEGE 
5 MIDDLESEX COMMUNITY COLLEGE 
3 MERRIMACK COLLEGE 
3 UNIVERSITY OF MASS/AMHERST 
2 UNIVERSITY OF NEW HAMPSHIRE 
2 NORTH SHORE COMMUNITY COLLEGE 
2 FITCHBURG STATE COLLEGE 
2 CASTLE JR. COLLEGE 
18 WITH ONE EACH 
CHAPTER V 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
This chapter contains a summary of the purpose, 
methodology, findings, conclusions, and recommendations 
that Northern Essex Community College should consider 
for improving the effectiveness of its current marketing 
and enrollment activities; and, recommendations for future 
research. 
Summary 
Purpose of the Study 
The purpose of this study was to determine whether 
there were any differences in the influential factors 
and sources of information affecting enrollment decisions 
of enrolled students versus not-enrolled students, and 
if there were any differences in the influential factors 
and sources of information affecting the enrollment decisions 
of traditional-age students versus non-traditional-age 
students who were accepted for enrollment at Northern 
Essex Community College for the Fall 1983 semester. 
"Previous research studies have suggested that final 
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selection or a college i. not nelateC to a single racton 
13 h33" °" 3 --ion or variables exerting Ciffe^ 
amounts or inriuenee on each stubent. bifferenees in 
the Per°ePti0n influence on college choice appeared 
to result from a complex relationship of variables, including 
the period in whioh the study „as 00nductedj ^ 
student population investigated, and the types of colieges 
being considered” (Torrance, 1979:128). 
Since all of the major research on the college choice 
decision-making processes of students has been concentrated 
four- year colleges, the current study was needed 
to learn if the factors that influence the enrollment 
decisions of two-year college students applying to Northern 
Essex Community College were different from those known 
to influence four-year applicants. Northern Essex Community 
College would gain information about the perceptions 
of its students with regard to the college's image and 
position in the marketplace and be provided with the 
framework for an evaluation of existing marketing and 
enrollment management activities. The information obtained 
could then be used to determine the various groups of 
prospective students to be contacted, the marketing strategies 
to be used, and the particular programs and characteristics 
of the college to be emphasized. 
Methodology 
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Tho population investigated by this study were the 
"new" students accepted to Northern Essex Community College 
for the Fall 1983 semester. Students admitted as Unclas¬ 
sified, or who had to complete the English as a Second 
Language Courses, or the Discovery Cluster, were excluded 
because of the relatively small numbers of students in 
those categories and because the recruitment efforts 
of the college are not specifically directed toward those 
students. 
A questionnaire was mailed to students at the conclusion 
of the add/drop period on September 15, 1983, with subsequent 
reminder post cards and additional questionnaires mailed 
through November 21, 1983. A random sample comprising 
38? of the population was chosen. An overall response 
rate of 66.1? (72.6? for enrolled students and 50.4? 
for not-enrolled students) was achieved. 
The research design consisted of two independent 
variables -- enrollment status and age. The dependent 
variables were determined using maximum likelihood factor 
analysis with oblique rotation. The eight factor and 
eight source clusters that were found were analyzed and 
reported in Table 8 and are summarized below: 
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Factor 
Factor 
Factor 
Factor 
Factor 
Factor 
Factor 
Factor 
Source 
1 (General Atmosphere): 
General Atmosphere of the College 
2 (Physical Characteristics): 
Size of the College 
Attractive Campus 
Close to Home 
3 (Personalized Attention): 
Amount of Interest in Students Shown by Faculty/Staff 
Possibility of Extra Help from Instructors 
Small Classes/Personalized Classroom Instruction 
Quality of Computer Facilities 
4 (Financial Accessibility): 
Overall Cost of Attendance (after Financial Aid) 
Low Tuition and Other Expenses 
Financial Aid Availability 
Admissions Standards 
Inability to Afford Cost of First Choice College 
Close to Home 
5 (Academic Major Related): 
Employment Opportunities after Graduation 
Had Specific Academic Major Desired 
Academic Competitiveness of Intended Major 
6 (Course Accessibility): 
Scheduling of Courses 
Variety of Courses Offered 
Opportunity to Experiment with Courses in a College 
Setting 
Quality of Computer Facilities 
7 (Perceived Quality): 
Overall Academic Reputation 
Quality of Teaching 
8 (Transfer Oriented): 
Inability to Afford Cost of First Choice College 
Good Preparation for Transfer to Another Institution 
1 (Official Information Sources): 
Meeting with Representatives of the College at 
Might/Fair 
Talks by northern Essex Representative at High 
School 
Contact with the Academic Support Center 
Contact with the Career Counseling/Placement Center 
Source 2 (Financial Aid Office): 
Contact with the Financial Aid Office 
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Source 3 (High School Sources): 
High School Counselor 
High School Teachers 
Source 4 (NECC Recruiting Publications): 
Northern Essex Academic Brochures 
Northern Essex Catalog 
Other Northern Essex Publications 
Source 5 (Friends): 
Students Currently Attending Northern Essex 
Friends 
Former Northern Essex Student’s Advice 
Advice of Family Members 
Source 6 (On-Campus Recruiting Sources): 
Faculty of Northern Essex 
On-Campus Interview with Northern Essex Admissions 
Office 
Alumni of Northern Essex 
Source 7 (General Knowledge): 
General Knowledge about the College 
General College Guides and Handbooks 
Source 8 (Print Media): 
Division of Continuing Education Brochure 
Newspaper Articles/Advertiseraents 
A 2x2 multivariate analysis of variance was used 
to test the hypotheses. When overall significant differ¬ 
ences were suggested by the multivariate analysis at 
the .05 level of significance, the results of the univariate 
F tests were examined to determine which dependent variables 
revealed a significant difference. This analysis was 
then repeated using first-time students only. In addition, 
a descriptive analysis of the responses to a series of 
supplemental questions was completed to provide a better 
understanding of the background, interests, and future 
intentions of the respondents. 
Findings 
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A review of the mean responses for each factor and 
source cluster tend to confirm that students are attracted 
to Northern Essex because it has low tuition, it is close 
to home. It has a good atmosphere, and it provides a 
good preparation for transfer or future employment. The 
influence of friends, the printed recruiting materials, 
and general knowledge of the college were most important 
when students were trying to find out information about 
the factors-they deemed important. 
Factors 
Cluster Rank of Mean Scores 
General Atmosphere 1 
Physical Characteristics 2 
Personalized Attention 3 6 
Financial Accessibility 4 1 
Academic Major Related 5 5 
Course Accessibility 6 8 
Perceived Quality 7 7 
Transfer Orientation 8 4 
Sources 
Cluster Rank of Mean Scores 
Official Info. Sources 1 8 
Financial Aid Office 2 6 
High School Sources 3 7 
NECC Recruiting Public. 4 2 
Friends 5 1 
On-Campus Recruitment 6 5 
Sources 
General Knowledge 7 3 
Printed Media 8 4 
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The multivariate analyses showed that the major 
segments of students differentiated themselves with respect 
to the influential factors 
actors and sources that affected 
their college choice decision. 
Enrolled/Not-Enrolled: No significant differences were 
found between the enrolied and not-enrolled students 
with respect to the clusters of influential 
affected enrollment decisions. There were three 
differences found between the enrolled and 
students with respect to the clusters of i 
sources that affected enrollment decisions. 
factors that 
significant 
not-enrolled 
nfluential 
The enrolled students were found to be more favorably 
influenced by Financial Aid Office Contact (Source 2), 
High School Sources (Source 3), and On-Campus Recruitment 
Sources (Source 6) than were the not-enrolled students. 
The statistical tests indicated that the first-time 
enrolled students were more favorably influenced than 
were the first-time not-enrolled students by Financial 
Aid Office Contact (Source 2); On-Campus Recruitment 
Sources (Source 6); and, Friends (Source 5), which includes 
students currently attending Northern Essex, friends, 
former students, and family members. 
The rank order of the clusters of factors and sources 
with respect to the mean rankings also show some differences 
for enrolled and not-enrolled students. The rankings 
support Financial Accessibility as the most important 
factor , but they also indicate that enrolled students 
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also highly rated General Atmosphere (Factor 1) and Transfer 
Orientation (Factor 8), while the not-enrolled students 
highly rated Academic Major Related (Factor 5) and Physical 
Characteristics (Factor 2). The Source rankings are 
very similar for both enrolled and not-enrolled students. 
Factors 
Cluster Rank of Mean Scores 
General Atmosphere i 
Physical Characteristics 2 
Personalized Attention 3 
Financial Accessibility 4 
Academic Major Related 5 
Course Accessibility 6 
Perceived Quality 7 
Transfer Orientation 8 
Enrolled Not-Enrolled 
2 
4 
6 
1 
5 
8 
7 
3 
4 
3 
6 
1 
2 
8 
7 
5 
Sources 
Cluster Rank of Mean Scores 
Official Info. Sources 
Financial Aid Office 
High School Sources 
NECC Recruiting Public. 
Friends 
On-Campus Recruitment 
Sources 
General Knowledge 
Printed Media 
Enrolled Not-Enrolled 
1 8 6 
2 6 7 
3 7 8 
4 2 2 
5 1 1 
6 5 5 
7 3 3 
8 4 4 
While the mean rankings of the clustered factors 
and sources were one way to review the variables of most 
influence and importance, the rankings obtained by using 
a point system (most important-5 points, second most 
important-3 points, and third most important-1 point) 
provided a method to discriminate among the many individual 
variables that were highly rated and considered by the 
students. The top factor and source variables according 
to the percentage of total points were as follows: 
Factors 
Rank of Mean Scores 
Enrolled 
1. Low Tuition and Other Expenses 1 
2. Close to Home 2 
3- Had Specific Academic Major Desired 3 
4. Good Preparation for Transfer 4 
5. Quality of Teaching 5 
6. Financial Aid Available 6 
7. Employment Opport. After Graduation 7 
8. Overall Academic Reputation 3 
9. Overall Cost (After Financial Aid) 9 
10. Small Classes/Personalized Instruction 10 
Sources 
Rank of 
Not-Enr. 
1 
2 
3 
4 
5 
1 1 
8 
9 
1 0 
7 
Mean Scores 
Enrolled Not-Enr. 
1. Advice of Family Members 1 1 
2. Friends 2 2 
3. Students Currently Attending NECC 3 4 
4 . Former NECC Student's Advice 4 7 
5. High School Counselor 5 3 
6 . NECC Catalog 6 8 
7 . NECC Program Brochures 7 9 
8. General Knowledge About the College 8 5 
9. General College Guides and Handbooks 9 6 
1 0 . Interviews with NECC Admissions Office 1 0 13 
These rankings of weighted factor and source variables 
generally support the findings of the analysis of the 
clustered factor and source variables, and indicate that 
there is not an overwhelming difference in the influential 
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factors and sources affecting enrollment decisions of 
enrolled students compared to not-enrolled students. 
Traditional/Non-Traditional: There were two significant 
differences found between the traditional and non-traditional 
students with respect to the clusters of influential 
factors. The non-traditional students were more favorably 
influenced by Course Accessibility (Factor 6) and Transfer 
Orientation (Factor 8). Only Transfer Orientation (Factor 
8) was found to be a more favorable influence for first-time 
non-traditional students than for the first-time traditional 
students. 
There were four significant differences found between 
traditional and non-traditional students with respect 
to the clusters of influential sources. 
The statistical tests indicated that the non-traditional 
students were more favorably influenced by Official Infor¬ 
mation Sources (Source 1), Friends (Source 5), and Print 
Media (Source 8) than were traditional students. Traditional 
students were more favorably influenced by High School 
Sources (Source 3) than were the non-traditional students. 
The findings for first-time traditional and first-time 
non-traditional students were the same as for all respondents 
with the addition of General Knowledge (Source 7) as 
a more favorable influence for first-time non-traditional 
students than for the first-time traditional students. 
The mean scores of the clustered factors indicated 
that the traditional students highly rated Financial 
Accessibility (Factor 4), General Atmosphere (Factor 
1), and Transfer Orientation (Factor 8). The non-traditional 
students highly rated Academic Major Related (Factor 
5) and Physical Characteristics (Factor 2). The two 
most highly rated source clusters were Friends (Source 
5) and NECC Recruiting Publications (Source 4), with 
the third rated cluster being General Knowledge (Source 
7) for traditional students and Printed Media (Source 
8) for non-traditional students. 
Factors 
Cluster Rank of Mean Scores 
Traditional Non-Traditional 
General Atmosphere 1 
Physical Characteristics 2 
Personalized Attention 3 
Financial Accessibility 4 
Academic Major Related 5 
Course Accessibility 6 
Perceived Quality 7 
Transfer Orientation 8 
2 
4 
6 
1 
5 
7 
8 
3 
4 
2 
5 
3 
1 
8 
7 
6 
Sources 
Cluster Rank of Mean Scores 
Official Info. Sources 1 
Financial Aid Office 2 
High School Sources 3 
NECC Recruiting Public. 4 
Friends 5 
On-Campus Recruitment 6 
Sources 
General Knowledge 7 
Printed Media 8 
The major findings with 
Traditional Non -Traditional 
8 7 
6 6 
4 8 
2 2 
1 1 
5 5 
3 4 
7 3 
respect to the other descriptive 
information collected were as follows: 
— Northern Essex was the first choiee college of 
58.1* of the enrolled students compared to 43.8? 
for the not-enrolled students. 
— Northern Es = « was the first choice college of 
60.5? of the first-time students who enrolled compared 
to 38.0? for the first-time students who did not 
enroll. 
Overall, 37.6? of the enrolled students had prior 
college attendance at NECC or elsewhere compared 
to 27.7? for the not-enrolled students. 
-- The -percentage of enrolled students who applied 
for financial aid at NECC was 36.2? compared to 
24.3? for the not-enrolled students. 
The percentage of enrolled students who received 
NECC financial aid was 26.2? compared to 15.4? for 
the not-enrolled students. 
The percentage of enrolled students who received 
financial aid who stated that the aid award was 
a major impact was 56.4? compared to 19.0? for 
the not-enrolled students. 
-- The percentage of enrolled students who plan 
to obtain at least a bachelor's degree in the future 
was 85.0? compared to 85.3? for the not-enrolled 
students. 
-- The percentage of enrolled students who visited 
the campus and who stated the visit had a positive 
impact was 87.4? compared to 46.7? for the not-enrolled 
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students. 
-- The percentage of enrolled students who had a 
negative campus visit was 2.5? compared to 13.0? 
for the not-enrolled students. 
-- The percentage of not-enrolled students now attending 
another college full or part time was 48.5?. 
Conclusions 
Several conclusions can be inferred from the findings: 
1. Unless the future marketing efforts of Northern 
Essex Community College are able to create identifiable, 
distinctive advantages of enrollment, decisions of prospective 
students to enroll or not to enroll will most likely 
be made only on the basis of comparative costs and proximity 
to residence. 
The findings indicate that major segmentation is 
not present with respect to the factors of influence. The 
major factors which influenced enrolled and not-enrolled 
students were the same, and the factors which influenced 
traditional and non-traditional students were similar, 
except for concern about transfer and course access¬ 
ibility. 
The factors of most importance were the low tuition 
cost and the proximity of the college to the students’ 
home. Northern Essex students were atypical from the 
literature (Erdraan, 1984; Cibik, 1982; Hollinger, 1978, 
and Bowers and Pugh, 1972) in that perceived academic 
quality and reputation of the college and its programs 
was not one of the most important factors upon which 
the decision to enroll was made. As a result, additional 
attention needs to be given to supporting the college's 
image of quality and the successes of students and graduates 
in meeting their individual academic goals. Future publi¬ 
cations should reflect research data on the ability of 
Northern Essex graduates to transfer to competitive colleges 
and that graduates of the college can compete for "good" 
jobs in the 'community. 
The need for product differentiation is obvious 
from reviewing the first choice college of the not-enrolled 
students. As Ernakovich ( 1 979 ) found, the major competition 
was from colleges not unlike Northern Essex (Univ. of 
Lowell, Middlesex Community College, and Salem State 
College), all public institutions in the same geographical 
region. To make sure potential Northern Essex students 
are not choosing these colleges because of the perception 
of quality, or based on inadequate, inaccurate, or insuff¬ 
icient information about Northern Essex, a comprehensive 
marketing effort to differentiate Northern Essex should 
prove worthwhile. 
2. The perception of distinctive programmatic elements 
and support services is significantly affected by the 
information disseminated to prospective students, but 
more importantly the manner in which it is communicated. 
Students 
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significantly differentiate themselves 
the sources of information which provide a favorable 
influence. The only source cluster that was not used 
Significantly differently by one or more of the major 
subgroups of the study was Recruiting Publications (Source 
it) which was always the second highest rated cluster. 
As a result all sources become important and need to 
be examined closely so that each can be used to its own 
particular advantage as described below: 
Favorable contact with the financial aid office will 
influence- students to enroll, 
Favorable advice from a high school source will influence 
students to enroll, 
Favorable contact with on-campus recruitment sources 
will influence students to enroll, 
-- Favorable advice from friends will influence first 
time students to enroll, 
-- Contact with official information sources will favorably 
influence non-traditional students to enroll, 
-- Print media will favorably influence non-traditional 
students to enroll, and 
— Non-traditional students will be more favorably influenced 
by general knowledge that the college exists as a 
community resource. 
The students indicated that the most important sources 
were advice of family members, friends, students currently 
attending Northern Essex, former students, and general 
knowledge. More direct involvement by the college is 
needed to support the personalized attention approach, 
and to get college personnel directly involved in the 
information channels being used by prospective students. 
The development of a package of materials that current 
students can give to prospective students, or other activities 
to "manage" the informal sharing of information about 
the college is needed. 
The students indicated that having a positive campus 
visit was a positive enrollment influence, especially 
for no n-t r a-d i t i o nal students. As a result, steps should 
be taken to insure that students inquiring about the 
college receive prompt, courteous, and informative service 
when they visit the campus. In addition, planned events 
should be sponsored to bring applicants to the campus 
as part of the personal approach and provide them with 
a positive learning experience. 
The receipt of a financial aid award had a positive 
impact on enrollment, especially for the non-traditional 
students. As a result, the financial aid awarding policy 
should be reviewed with respect to the breakdown for 
traditional and non-traditional students. 
In addition, steps need to be taken to make sure 
all applicants receive complete and comprehensive information 
about financial aid application procedures. The use 
of financial aid as a "discount" can be marketed to pros¬ 
pective students, while at the same time reinforcing 
195 
the quality education at the college. 
3. The students enrolled at Northern Esse, Community 
College have a wide variety of post-secondary educational 
experiences that require a comprehensive system of advising 
and counseling. 
A moderately high percentage of "new" students, 
both traditional and non-traditiona 1 , have had prior 
college attendance at Northern Essex or elsewhere. As 
a result, the advising and counseling activities for 
these students should be reviewed to find out if a different¬ 
iation of services is needed for students who are first-time 
students versus those who have had prior college experience. 
In addition, course and program interests of these "reverse 
transfer" students should be reviewed with respect to 
the effect on curricular offerings and needs. 
Since a significant number of students indicated 
an interest in eventually obtaining a bachelor's degree, 
additional information needs to be gathered and disseminated 
to prospective students on the success of former students 
who transferred, and curricular offerings should be reviewed 
for adaptation to make sure the Northern Essex educational 
experience will support our students' future academic 
endeavors. 
■Recommendations 
1. The results of this study indicate that the 
establishment of a comprehensive enrollment management 
plan would provide Northern Essex Community College with 
a structured approach to a multifacted problem -- the 
long-term strategic management of enrollment. As a process, 
enrollment management integrates into a logical, linear 
system the traditionally independent or disparate functions 
associated with marketing, recruitment, enrollment, and 
retention of students. At a minimum an effective enrollment 
management plan requires an institutional commitment, 
a realignment of the functions central to both the concept 
and the process, and assignment of responsibility for 
managing the system (Kreutner and Godfrey, 1 981). 
2. The college's entire student information system 
needs to be reviewed in an effort to institute a comprehensive 
and coordinated approach to the dissemination of information. 
The development and use of a student inquiry system is 
needed in an attempt to have the college controlled publi¬ 
cations and information play a more important role as 
a source of information about the college, and as a means 
of reducing cognitive dissonance from the time of acceptance 
to the actual enrollment. 
3. The findings provide significant information 
that can be used to adopt the current publication and 
advertising activities, and provide an initial framework 
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for understanding how typical Northern Essex students 
make their college choice decision. 
Coordinated recruiting publications need to be planned 
and produced since this is the one major college controlled 
source of information now being used by students, with 
the emphasis on pointing out the "logic" of attending 
NECC i.e., the low tuition, the closeness to home, the 
quality of the teaching, the transferability of the programs, 
and the success of our graduates in finding employment. 
The college should start to provide the information 
to students-as consumers, using the "better information" 
components of straight forward statements about the disti¬ 
nctive features of the institution; detailed coverage 
of topics that directly affect student decisions; and, 
previews of likely experiences and outcomes. 
H . The college should explore the possibility of 
formalizing more 2 + 2 agreements with four-year colleges, 
and even explore the utility of 1+3 agreements as a vehicle 
to mesh low cost and transferability. 
5. An increase in the number of merit scholarships 
offered, and an expansion of the merit scholarship program 
to include a category for distinctive contributions to 
the school or community should prove to enhance the quality 
perceptions of the public. 
H.ecQmmendations for Future Research 
The following are some suggestions for future research 
to obtain additional information that would assist the 
college to further develop and adapt its marketing and 
enrollment plan. 
—— Replication of this study should be conducted 
to better identify any possible changes in the percep¬ 
tions of students over time, 
-- Research should be conducted on NECC students 
who transfer to learn the colleges and programs 
of choice, and hopefully information about graduate 
school acceptances can also be obtained, 
-- Further research should focus not only on the 
individual factors and sources influencing the enrollment 
decisions, but on which information sources are 
used to obtain selected information, 
-- Follow-up research should be performed on current 
students to discover if they "found" the factors 
they deemed important when originally applying to 
Northern Essex, and if the information they received 
was accurate and reliable, 
-- Further research should be performed to find 
out when prospective students need information about 
the college and the priority order of that information, 
_ Research should be conducted to verify that the 
perceptions of the applicants are the same as the 
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"official" personal sources of information, i.e., 
high school sources, college staff, and faculty, 
Research should be performed on the inquiry pool 
and other non-applicants to find out what factors 
made them decide not to apply to Northern Essex 
after they received information about the college, 
-- Research should be conducted to learn the amount 
of financial aid that is necessary to influence 
a student to enroll at Northern Essex, and 
-- Further research should focus on all the potential 
colieg-e students in the Merrimack Valley, not just 
those applying to Northern Essex. 
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COOPERATIVE INSTITUTIONAL RESEARCH PROGRAM (CIRP) 
COMPARATIVE REVIEW — SELECTED ITEMS 
1983 
PERCENTAGE OF RESPONDENTS 
FIRST-TIME STUDENTS 
NORTHERN ESSEX., NATIONAL 
(Sample Size 557) 
A. Year Graduated From High School 
1. Last June 81.1 88.8 
2. One year ago 7.0 4.2 
3. Two years ago 2.8 1 . 4 
4 . Three years ago or earlier 9.2 5.7 
B. Age 
1. 17 or younger 
2.18 
3. 19 
4 . 20 
5. 21-24 
6. 25-29 
7. 30-39 
8. 40-54 
9. 55 or older 
C. Average grade in high school 
1. A- or better 
2. B+ 
3. B 
4 . B- 
5 . C + 
6 . C 
D. This college is student's 
1 . First choice 62.0 75.0 
2 . Second choice 26.5 18.6 
3. Third choice 7.6 4.3 
4 . Less than third choice 3.8 2.0 
5.3 11.1 
10.9 15.4 
33.4 28.0 
19.1 16.7 
19.4 16.7 
11.8 11.3 
2.6 2.2 
63.6 68.2 
18.5 20.9 
5.9 3.2 
3.7 3.2 
2.6 2.9 
2.0 1 .3 
1 . 1 0.3 
0.2 0.0 
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Reasons noted as very important 
deciding to go to college 
in 
1 . Parents wanted me to 33.2 30.9 
2 . Could not find a job 6.8 8.4 
3. Get away from home 2.8 7.7 
80.5 4. Get a better job 78.1 
5. Gain a general education 56.6 59.6 
6 . Improve reading-study skills 40.3 40.8 
7 . Nothing better to do 2.0 2.6 
8. Become a cultured person 22.8 26.6 
9. Make more money 70.9 69.5 
10. Learn more about things 60.4 69.5 
1 1 . Meet new people 42.1 47.2 
12. Prepare for graduate school 47.6 42.9 
Reasons noted as very important 
selecting this college 
in 
1 . Relatives wanted me 
come here 
9.5 6.3 
2 . Teacher advised me 4.7 4.2 
3. Has a good reputation 22.6 43.6 
4 . Offered financial assistance 16.2 16.3 
5. Offers special programs 16.5 21 .2 
6 . Has low tuition 41.5 25.4 
7 . Wanted to live near home 28.9 24.4 
8. Friend suggested attending 5.6 6.8 
9. College rep. recruited me 1 .3 2.4 
1 0 . Advice of guidance counselor 9.1 9.7 
G. Number of other colleges applied to 
this year. 
1. None 48.8 49*9 
2.One 19.8 17.2 
3. Two 15.7 1^.2 
4. Three 10.3 10.4 
5. Four or more 5.5 8.3 
H. Highest degree planned anywhere 
1 . No ne 5.2 3.0 
2. Associate 21.7 16.7 
3. Bachelor 39*5 41.0 
4. Masters 23*9 22.7 
I. Concern about financing college 
46.0 34.4 
44.1 52.3 
9.9 13.2 
1 . No concern 
2. Some concern 
3. Major concern 
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rUlSr//S 
' A»r//r,„ SliKr Yji/fyr 
&$#// S/frrr/. .yfaivd/'/f 0/£J{) 
September 10, 1983 
Dear Student, 
enroU° W^are^particudarly'interMtelTfn hi!Jrev"U*5 “'“i?* t0 ev»,u>te the reasons why students 
•bout the college prior to enrollment. We need^Jr help*** °‘ ‘n,0rmation th,t ,tudenls receive 
« wei*•s'ithe'souroK o^^f^m^ti^^ymMjsed^o'obt*'0^ "‘T™ f?* th“‘tan“«««l *ou “ «roll. 
m your responses, whether they be positive, negaUvefoJ^diftelSSir01'*eCO,,e*e P,e«e 
-^XSSSLTl'SK zzzzs. * ss^ss^srh,ppy - 
Thank you for your cooperation. 
Richard L. Pastor 
NORTHERN ESSEX COMMUNITY COLLECE 
100 Elliott Street 
Haverhill. MA 01830 
(617) 374-0721 
BUSINESS REPLY MAIL 
FIRST CLASS PERMIT NO 61 HAVERHILL ALA 
POSTAGE WIU BE PAID BY ADDRESSEE 
NO POSTAGE 
NECESSARY 
IF MAILED 
IN THE 
UNITED STATES 
RICHARD L PASTOR 
NORTHERN ESSEX COMMUNITY COLLECE 
100 ELLIOTT STREET 
HAVERHILL MASS 01830 
9-1 
. 
please rate each of the following factors using the scale below 
0 NOT CONSIDERED 
VERY NEGATIVE IMPACT 
NEGATIVE IMPACT 
NEUTRAL IMPACT 
POSITIVE IMPACT 
VERY POSITIVE IMPACT 
PLEASE ENTER YOUR ANSWER ON THE LINE PROVIDED NEXT TO EACH FACTOR 
1. 
2. 
3. 
4. 
5. 
c. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
1. Overall Academic Reputation 
2. Range of Student Personnel Services 
3. Financial Aid Availability 
4. Low Tuition and Other Expenses 
5- Quality of Teaching 
6. Academic Competitiveness of Your Intended Major 
7. Close to Your Home 
8. Size of the College 
9. Student Activities Available 
10. Attractive Campus and Facilities 
11. Small Classes/Personalized Classroom Instruction 
12. Quality of Computer Facilities 
13. Had Specific Academic Major Desired 
14. Reputation of the Alumni/ae 
15. Variety of Courses Offered 
16. Diversity of the Student Body 
17. Employment Opportunities After Graduation 
18. Good Educational/Vocational Counseling 
19. Good Preparation for Transfer to Another Institution 
20. Opportunity To Be With Students With a Similar Background 
21. Possibility of Extra Help From Instructors Outside the Classroom 
22. Amount of Interest In Students Shown By Staff/Faculty 
23. Overall Cost of Attendance (after Financial Aid) 
24. Admissions Standards 
25. General Atmosphere of the College 
26. Opportunity to Experiment With Courses in a College Setting 
27. Availability and Variety of Tutorial Services 
28. Inability To Afford Cost of My First Choice College 
29. Scheduling of Courses 
30. Availability of Child Care Facilities 
31. Proximity to Place of Employment 
32. Quality of Library 
33. Other, (specify)_ 
Q-2 From the list of factors listed in Q-l above, please select the three (3) MOST and the three (3) LEAST important 
factors related to your derision to enroll at Northern Essex Community College. PLEASE PLACE THE NUMBER 
CODE OF THE FACTORS ON THE APPROPRIATE LINES BELOW 
MOST LEAST 
MOST INFLUENTIAL FACTOR 
SECOND MOST INFLUENTIAL FACTOR 
THIRD MOST INFLUENTIAL FACTOR 
LEAST INFLUENTIAL FACTOR 
SECOND LEAST INFLUENTIAL FACTOR 
THIRD LEAST INFLUENTIAL FACTOR 
2 1H 
Q-3 
2 NEGATIVE IMPACT 
3 neutral impact 
< POSITIVE IMPACT 
- S VERY POSITIVE IMPACT 
OFF.CA„PUS^cS" V0U,t ANS““ ON IHE “ PROVIDED FOR EACH SOU««“ 
1. 
2. 
3. 
4. 
5. 
c. 
7. 
8. 
J. 
10. 
1. 
2. 
1. 
4. 
5. 
c. 
7. 
8. 
I. 
10. 
High School Counselor 
Students Currently Attending Northern Esse* 
High School Teachers 
Friends 
Advice of Family Members 
Former Northern Esse* Student's Advice 
General Knowledge About the College 
General College Guides and Handbooks 
Newspaper Articles/Advertisements 
Other, (specify)_ 
NORTHERN ESSEX SOURCES 
On-Campus Interviews with Northern Esse* Admissions Office 
Faculty of Northern Essex 
Alumni/ae of Northern Essex 
Northern Essex Catalog 
Northern Essex Academic Program Brochures 
Other Northern Essex Publications 
Contact With the Financial Aid Office 
Contact With the Career Counseling/Placement Center 
Talks by Northern Essex Representatives at Your High School 
Meeting with Northern Essex Representatives at College Night/Fair 
Division of Continuing Education Brochure 
Contact With the Academic Support Center 
Other, (specify)_ 
11. 11 
12 12 
13. 13 
14 _ 14 
IS. _ 15 
16 16 
17. 17 
18. _ 18 
19 19 
20 ?0 
21 21 
22. r? 
23 23. 
Q-4 
From the list of information sources listed in Q-3 above, please select the thee.ru mcfct ■ , , 
NUMBER CODEOF THE SOURCES ON™THE^APPROPRI aVe lTnkbE^S: '* C°"e£e 
MOST 
MOST INFLUENTIAL SOURCE 
SECOND MOST INFLUENTIAL SOURCE 
THIRD MOST INFLUENTIAL SOURCE 
LEAST 
. LEAST INFLUENTIAL SOURCE 
SECOND LEAST INFLUENTIAL SOURCE 
THIRD LEAST INFLUENTIAL SOURCE 
Finally, the following questions are asked so that your answers can be rrnunerf ^i.u , 
statistical minuses riRfM r A , .. J answers can oe grouped with others for 
^^sticaijmrposes L1KILE the number of the appropriate response 
Q-S. What is your age? (Please write in your age below.) 
Q-6 Your sex? 
1 FEMALE 
2 MALE 
Q-" Are you: 
1 SINGLE 
2 SINGLE WITH DEPENDENT CHILDREN 
3 MARRIED 
4 MARRIED WITH DEPENDENT CHILDREN 
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Q-* 
Q-» 
Q-10. 
Q-U. 
Q-12. 
Q-13. 
Q-14. 
Q-15 
Q-1S. 
Q-17. 
Q-18. 
Q-l* 
Q-20. 
W«. Northern Essex your firxt choice college? 
1. NO 
2. YES 
If "NO" to Q-8, what college wax your first choice?__ 
If you lilted a college In Q-S above, were you accepted for enrollment at Ihi, college' 
1. NO 
2. YES 
Have you prevloualy attended another college or university after hi„k k . 
Essex this semester? university after high school before enrolling at Northern 
I. NO 
XE?’ AJTRIOR SEMESTER AT NORTHERN ESSEX (check one) □ Days □ Evenings 
YES, AT A PUBLIC TWO-YEAR COLLEGE * f 
YES, AT A PUBLIC FOUR-YEAR COLLEGE 
YES. AT A PRIVATE TWO-YEAR COLLEGE 
YES. AT A PRIVATE FOUR-YEAR COLLEGE 
If you have previously attended another college or university, please write in the name of the one you most recently 
attended: ___ 
Do you have any concern about your ability to finance your college education? 
1. NONE, I AM CONFIDENT I HAVE SUFFICIENT MONEY 
2. SOME CONCERN, BUT I WILL PROBABLY HAVE ENOUGH MONEY 
3. MAJOR CONCERN, NOT SURE I WILL HAVE SUFFICIENT MONEY 
Did you apply for Financial Aid at Northern Essex? 
1. NO 
2. YES 
Are you receiving Financial Aid at Northern Essex? 
1. NO 
2. YES 
If “YES” to Q-15, what Impact did your Financial Aid award have on your decision whether or not to enroll at 
Northern Essex? 
1. NO IMPACT 
2. MINIMUM IMPACT 
3. MODERATE IMPACT 
4. MAJOR IMPACT 
What is the highest level of education you plan to complete beyond high school? 
1. NONE 
2. ASSOCIATE DEGREE 
3. BACHELOR DEGREE 
4. POST-GRADUATE/PROFESSIONAL DEGREE (MA, MD, DDS, JD) 
5. UNDECIDED 
Did you visit the Northern Essex campus before deciding to enroll? 
1. NO 
2. YES 
If “YES" to Q-18 above, what impact did this visit have on your decision whether or not to enroll at Northern Elssex? 
1. POSITIVE IMPACT 
2. NEGATIVE IMPACT 
3. NO IMPACT 
If you graduated from high school in June 1S83, please write the name of your high school below: 
Q-21. After leaving Northern E^ssex, what do you plan to do? 
1. TRANSFER TO ANOTHER COLLEGE FULL TIME 
2. WORK FULL TIME 
3 WORK AND GO TO ANOTHER COLLEGE PART-TIME 
4. OTHER, (specify)-—- 
Is there anything else you would like to tell us about your derision to attend Northern Essex, and the sources of information 
you used to assist you to make this decision?-- 
Your contribution to this effort Ij greatly appreciated. 
(Please rejold so that NECC's address Is on the outside. Tape, and drop In the mail.) 
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September 26, 1983 
vour"innnt-a ion^ire «« "“led to you which asked for 
your input on why students enroll at Northern Essex Community 
College. Our records rndicate that we have not as yet recede, 
your completed questionnaire. Y receive< 
You are one of a select sample of new students being contacted 
for tb.s study. Because the sample size is select and limited 
* £ ^turned questionnaire is vital to obtain a cross-section 
of Northern Essex students. We value your opinions and appre- 
ciate your participation in this project. 
If by some chance you did not receive the questionnaire, or 
it was misplaced, please call me at 374-0721 extension 175 
for another copy, and I will mail it to you immediately. 
Sincerely 
Richard L. Pastor 
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TlLl»HONC >74*0711 
October 11, 1983 
Dear Student, 
During the month of September, a questionnaire was sent to you 
which asked for your input on why students enroll at Northern Essex 
Community College. As of this date, our records indicate that we 
have not received your completed questionnaire. 
Your returned questionnaire is vital to the success of this 
research project. Your name was chosen at random to achieve a one- 
third sample of new students enrolling at Northern Essex Community 
College this semester. In order for the results of this study to 
be truly representative of the opinions of all students, it is essential 
that each person in the sample return the questionnaire. Your responses 
will be strictly confidential and will be used only in the aggregate 
for research purposes. 
1 have enclosed another questionnaire for you to complete. 
Your cooperation is greatly appreciated. 
Sincerely, 
Richard L. Pastor 
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October 24, 1983 
Dear Student, 
Twice this semester you were sent a questionnaire which asked 
for your input on what factors influenced you to enroll at 
Northern Essex. Our records indicate that you have not as yet 
returned your completed questionnaire. 
A third, and final, mailing will be completed next week. I 
encourage you to particpate in this very important study. 
The sample size was specifically limited and selected to obtain 
a cross-section of Northern Essex students. Your opinions 
are valued and important to the success of this research 
project. 
The results of this study will be used by the college in the 
preparation of future publications and to provide an insight 
into the views of our students. 
Sincerelv. 
Norman J. Landry 
Dean of Students 
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Entree/, yEavrrrf/ffi O/tfSO 
October 31, 1983 
Dear Student, 
I am writing to you regarding our study of the factors and sources 
of information that influenced you to enroll at Northern Essex Community 
College. , We have not as yet received your completed questionnaire. 
The large number of questionnaires returned to date is very encouraging. 
However, our ability to describe accurately how Northern Essex students 
feel about these issues is contingent upon your input and the input of others 
who have not yet responded. 
While it is clearly not our intention to bother you, our past experiences 
suggest that those of you who have not yet responded may hold quite different 
views than those of early respondents. Your participation will help to 
insure the validity and success of this study. 
For these reasons, I am making one last appeal to you to particpate 
in this important study. All replies received prior to December 1, 1983 
will be included in the study. I urge you to complete and return the enclosed 
questionnaire as quickly as possible. 
Your responses will be held in strict confidence and used only in the 
aggregate for research purposes. If you have any questions please do not 
hesitate to call me at 374-0721 Extension 175. 
Your contribution to the success of this study is greatly appreciated. 
Most Sincerely, 
Richard L. Pastor 
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L/far/. K¥{(i iv>r/u/F 0/#30 
November 21, 1983 
Dear Northern Essex Student, 
The deadline for your participation in our study of the factors 
and sources of information that influenced you to enroll at Northern 
Essex Community College is fast approaching. Since only one-third of 
the new students enrolling this semester were included in our sample, 
your participation is crucial to insure the validity and success of this 
study. 
With the Thanksgiving Day weekend approaching, I am urging you 
to take the few minutes necessary to complete and return the enclosed 
questionnaire. All replies received through the first week of December 
will be included in the study. 
Your responses will be held in strict confidence and used only in 
the aggregate for research purposes. If you have any questions please 
do not hesitate to call me at 374-0721 Extension 175. 
Your, contribution to the success of this study is greatly appreciated. 
Have a HAPPY THANKSGIVING. 
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Appendix III 
EA£ T_Q^S_£ F^I NFLUENCR 
OBLIQUE_JVACTOR_ PATTERN MATRTY 
FACTOR 
1 
FACTOR 
2 
FACTOR 
3 
FACTOR 
1* 
factor 
5 
FACTOR 
6 
FACTOR 
7 
FACTOR 
8 
Q 1 11 
.08345 
-.06666 
.01*7 13 .02377 
-.03633 .05001 
.57105 .03880 
Q113 -.01550 -.01*033 
.136H1 
.1*9892 
-.22315 -. 1H060 
.07531 -.023H9 
01IU 
.02958 
.00053 -.152H6 
.6 H6 1 5 
-.0311*6 •12333 •13963 .01207 
Q115 
.0857 1 -.02H 87 
.27H1 1 .08332 
.03*152 
.01*1**19 .53216 
-. 1 21*36 
Q116 .01292 
-. 051U2 
-.01631 -. 0331*2 
- . •* 51 03 -.01250 •35321 
. 1 9226 
0117 -.05H86 
-.23556 
-.06526 .22101 
.00052 •15369 .01*782 
-.12018 
Q118 
.0HO73 - 1.02588 
.02309 -.08053 
-.020H5 
-.07739 .00877 .01 11*9 
Q1I10 . 2 17 ** 8 - 
.29217 .18011 
.01238 
.00699 .09*197 .01*051 .18935 
Q1111 .09828 - . 1 801*8 
-^ 5893 -.0011*0 .07081 
.10156 
.08685 
. 1 21*93 
Q111 2 
-.0071*3 - .07819 .2281*2 
.10715 -.18287 
.23755 -.01*727 .18121 
Q111 3 .01*301 - .03375 
-.02923 -.00865 -.58187 .01*251 .06527 .11306 
Q111 5 .00U85 - .011*91* 
. 1 297 1 .00051 -.13138 
.51817 . 1 897 2 
-. 11*1*1 9 
01117 .06676 - .02118 . 11*781 .07318 
-.67**65 .06617 -.08276 -. 1 81*97 
0111 9 .0821*7 .00172 
.16159 .13790 -.02672 .15300 .01*992 
.203*17 
01121 
.02235 .001*1*6 .651*17 .01801 -.0888H .05820 .05901 
-.01123 
01122 
.01*329 - . 03432 .67088 
.02303 -.05811 .03357 .11688 -.01837 
Q1 123 .07631 .00969 . 1 0K56 .761*39 .06788 -.01*265 -.01*950 .035*12 
Q1 121) .2M690 - . 0i*0 1 8 
.02951 . 321*9 1 -.16305 .07070 -.00117 -.01099 
Q1 125 1.00281* - .01312 -.0H605 .01613 -.01252 .0016K .0HU55 -.01*596 
Q1 126 .19198 - . 0961*2 . 1 8802 - .02050 -.03258 .*10335 -.07385 .09053 
Q1 128 
-.00183 - .07900 .01553 . 29**6 2 - . 0 6 9 ^ 9 .13671 -.01951 . 28087 
01129 . 1071*1* - . 0 1 1*7 5 .023H9 -.01860 - .02565 . 6 1 1 6** .03958 .09055 
facior^of^ijj fluenqjs 
ZACIQX PATTERN CORREI./^yn^ 
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FACTOR 
1 
FACTOR 
2 
FACTOR 
1 
1.00000 
-.37767 
FACTOR 
2 
-.37767 1.00000 
FACTOR 
3 
•52979 
-.39252 
FACTOR 
4 
.28760 
-.36297 
FACTOR 
5 
-.32740 
.29532 
FACTOR 
6 
.45259 -.476 1 1 
FACTOR 
7 
.39319 -.37209 
FACTOR 
e 
.25092 
-.1*133 
FACTOR 
3 
FACTOR 
4 
FACTOR 
5 
.52979 .28760 
-.32740 
-.3*252 -.36247 
.29532 
1.00000 
.25603 -.91257 
.25603 1.00000 
-.38603 
-.91257 
-.38603 1.00000 
.92472 .37297 -.3*86 1 
.38620 .28417 -.92062 
. 1 8839 .07997 -.17261 
FACTOR 
6 
FACTOR 
7 
FACTOR 
8 
.45254 
•3*319 .25092 
-.47611 
-.37209 
-.1*133 
.42472 .38620 
.18839 
•37297 
.28417 .07997 
-.3*681 
-.42062 -.17261 
1.00000 •3*659 .22901 
•3*659 1.00000 
.059*2 
.22401 
.059*2 1.00000 
SOJLR CE_S_ OF_I MLU.ENC E 
PATTERN MATPtX 
22k 
FACTOR 
1 
factor 
2 
FACTOR 
3 
FACTOR 
9 
factor 
5 
FACTOR 
6 
FACTOR 
7 
FACTOR 
8 
Q3I1 .04)872 
-.01970 
-.79290 
.01231 
-.05963 
-.02979 
-.07366 
-.09286 
Q3I2 -.06570 
-.07159 
-.02905 .02630 .75199 
. 0 9 *)27 
.00651 .01516 
Q3I3 .01 24» 3 .00912 
-.83089 .09288 
.06752 
-.01063 
.05979 
.10313 
Q311* .09016 .09669 
-.00192 
.06819 .62969 
.01068 
.02570 -.01289 
Q3I5 
.05129 -.03291 
-.29183 
-.03976 •39318 
.03569 
.01757 .05090 
Q3I6 
-.00789 
-.09093 .09972 
-.10299 
.60909 
-.17139 -.11809 
.00013 
0317 -.09981 
-.02179 
-.07315 .11137 • 1 9399 
-.15775 -.20920 
. 1 8872 
0318 •09353 -.01652 -.03832 •17695 .02281 .07091 
-.70635 .09358 
Q3I9 .03523 -.05938 
-.10639 -.03809 .05298 
-.09095 
-.23005 .96297 
Q311 1 .10093 -.06837 .02309 .05032 - .03998 
-.55318 
-.08796 
.05969 
Q3 11 2 .00338 -.09908 -.05128 
.06979 .09170 -.73558 .07998 
-.00379 
0311 3 .22858 
-.05393 -.06053 .09857 .26855 -.38780 .07593 -.01381 
Q3I1 9 .01898 
-.05326 
-.03913 .68123 .02973 -.11828 -.19151 -.12938 
0311 5 -.01362 -.01598 -.5291 .73226 -.01906 
- .02807 -.05771 . 1 0098 
Q3I1 6 .19867 -.21266 
-.00897 .35161 .09018 .07293 
.03313 .23996 
Q3I17 -.01189 -1 .01820 .00591 .00999 .01995 - .00321 .00876 -.05351 
03116 
.92911 -.27125 -.00731 -.05039 -.06039 - .0 17230 -.02965 .20168 
03 11 9 .73710 -.06301 -.19801 .03520 .06033 .09591 -.00307 -.01589 
Q3I20 .80582 
.01233 -.00293 .01622 .09596 - .03203 -.07129 -.01935 
Q3I21 .17186 -.01622 .13376 .28189 -.00582 -.11579 . 1 039 1 .96985 
03122 .56688 -.11112 -.00790 .00550 -.05987 -.20677 .02789 .11177 
££ORCE£ OF infloencr 
FACTOR 
1 
FACTOR 
2 
FACTOR 
1 
1.00000 
-.61079 
FACTOR 
2 
-.61079 1.00000 
FACTOR 
3 
-.37620 
.26675 
FACTOR 
4 
.40589 -.37647 
FACTOR 
5 
.26313 -.30092 
FACTOR 
6 
-.50153 .52049 
FACTOR 
7 
-.08850 
.19205 
FACTOR 
8 
.10453 -.35956 
FACTOR 
3 
FACTOR 
4 
FACTOR 
5 
-.37620 
.40589 
.26313 
.26675 
-.37647 
-.30092 
1.00000 -.19284 
-.48057 
-.19284 1.0000 
.15343 
-.48057 
.15343 1.00000 
.11422 
-.37699 -.36416 
.31455 -.38856 
-.24217 
-.12982 
.41463 .22668 
FACTOR 
6 
FACTOR 
7 
FACTOR 
8 
-.50153 -.08850 
.40453 
.52049 
. 1 9205 -.35956 
.11422 
•31455 -.12982 
-.37699 -.38856 
.41463 
-.36416 -.24217 
.22668 
1.00000 .18407 
-.34241 
.18407 1.00000 -.25874 
-.34241 
-.25874 1 .00000 
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Mean Responses 
f-ACTORS OF INFI.UENCr 
ALL RESPONDENTS X RESPONDENTS 
"NOT CONSIDERED" 
A . 
B. 
LOW TUITION 
CLOSE TO HOME 
**•359 
*4 . 1 2U 
7.9 
3-6 
17.8 C. COST AFTER AID A . 1 21 
D. TRANSFER PREP. ** .095 13.6 
E. HAD MAJOR DESIRED A .030 11.8 
F. HELP FROM INSTRUCTORS 3-918 19.8 
C. COURSE VARIETY 3.889 11.2 
H. SMALL CLASSSES 3.87*1 12.6 
I. GENERAL ATMOSPHERE 3-859 10.2 
J. JOB OPPORT. AFTER GRAD. 3-798 20.6 
K. QUALITY OF TEACHING 3.792 10.2 
L. EXPERIMENT WITH COURSES 3.776 21 . A 
H. ADMISSIONS STANDARDS 3.7*11 17.2 
N. FACULTY INTEREST 3 • 7 ** 0 18.8 
0. EXPOSURE TO SIMILAR STUDENTS 3.713 26.1 
P. ATTRACTIVE CAMPUS 3.691 17.2 
Q. EDUC/VOC COUNSELING 3.655 22.1* 
R. FINANCIAL AID 3.652 37.3 
S. SIZE OF THE COLLEGE 3.6 *4 8 18.8 
T. SCHEDULING OF COURSES 3.618 18.2 
U. COMPETITIVENESS OF MAJOR 3.6 17 13.8 
V. ACADEMIC REPUTATION 3.598 11.2 
w. QUALITY OF LIBRARY 3.53** 35.5 
X. CLOSE TO WORK 3-**7 1 **5.1 
Y. DIVERSITY OF STUDENTS 3.**35 3** .** 
Z. VARIETY OF TUTORIAL SERVICES 3.**29 38.6 
AA. COMPUTER QUALITY 3.**0** 37.9 
BB. STUDENT PERSONNEL SERVICES 3-388 27.7 
CC. REPUTATION OF ALUMNI/AE 3.357 AO.5 
DD. 1ST CHOICE TOO COSTLY 3.351 52.8 
EE. STUDENT ACTIVITIES 3.27 1 36.6 
FF. CHILD CARE FACILITIES 2.853 78.1 
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f.ACTORS OF INFi.HRripf; 
EN 
A. LOW TUITION 
B. CLOSE TO HOME 
C. COST AFTER AID 
D. TRANSFER PREP. 
E. HAD MAJOR DESIRED 
F. HELP FROM INSTRUCTORS 
G. COURSE VARIETY 
H. SMALL CLASSSES 
I. GENERAL ATMOSPHERE 
J. JOB OPPORT. AFTER GRAD. 
K. QUALITY OF TEACHING 
L. EXPERIMENT WITH COURSES 
M. ADMISSIONS STANDARDS 
N. FACULTY INTEREST 
O. EXPOSURE TO SIMILAR STUDENTS 
P. ATTRACTIVE CAMPUS 
Q. EDUC/VOC COUNSELING • 
R. FINANCIAL AID 
S. SIZE OF THE COLLEGE 
T. SCHEDULING OF COURSES 
U. COMPETITIVENESS OF MAJOR 
V. ACADEMIC REPUTATION 
W. QUALITY OF LIBRARY 
X. CLOSE TO WORK 
Y. DIVERSITY OF STUDENTS 
Z. VARIETY OF TUTORIAL SERVICES 
AA. COMPUTER QUALITY 
BB. STUDENT PERSONNEL SERVICES 
CC. REPUTATION OF ALUMNI/AE 
DD. 1ST CHOICE TOO COSTLY 
EE. STUDENT ACTIVITIES 
FF. CHILD CARE FACILITIES 
OLLED NOT- TRADITIONAL NON- 
ENROLLED traditk 
.387 4.260 4.412 4.236 
.168 3.961 4.079 4.218 
.136 4.065 4.124 4.113 
.139 3.927 4.132 4.007 
.038 4.000 3-921 4.273 
. 96 1 3.748 3-865 4.041 
.920 3-774 3-827 4.024 
.898 3.780 3.863 3.898 
.893 3.730 3.844 3.892 
.824 3.708 3-729 3-965 
.819 3-682 3.697 3-994 
.795 3.713 3.734 3.886 
.755 3.698 3-764 3.687 
.779 3.596 3.622 4.000 
.721 3.684 3.759 3.590 
.7 17 3.598 3.640 3.812 
.651 3.670 3.625 3.727 
.705 3.464 3.642 3.672 
.646 3.6 57 3-594 3-770 
.629 3.574 3.570 3-722 
.615 3.623 3.511 3.872 
.602 3.585 3.534 3.737 
.548 3.474 3.466 3-672 
.506 3.351 3-386 3.670 
.495 3-227 3.416 3.482 
.465 3-309 3.403 3.500 
.*113 3-374 3.393 3.436 
.404 3.333 3.323 3.534 
.409 3.195 3.273 3-563 
• 390 3-243 3.525 3-303 
.284 3.232 3.234 3.383 
.924 2.633 2.829 2.900 
R 
it 
4 
4 
4 
4 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
2 
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EACIQflS OF influence 
A. LOW TUITION 
B. CLOSE TO HOME 
C. COST AFTER AID 
D. TRANSFER PREP. 
E. HAD MAJOR DESIRED 
F. HELP FROM INSTRUCTORS 
G. COURSE VARIETY 
H. SMALL CLASSSES 
I. GENERAL ATMOSPHERE 
J. JOB OPPORT. AFTER GRAD. 
K. QUALITY OF TEACHING 
L. EXPERIMENT WITH COURSES 
M. ADMISSIONS STANDARDS 
N. FACULTY INTEREST 
O. EXPOSURE TO SIMILAR•STUDENTS 
P. ATTRACTIVE CAMPUS 
Q. EDUC/VOC COUNSELING 
R. FINANCIAL AID 
S. SIZE OF THE COLLEGE 
T. SCHEDULING OF COURSES 
U. COMPETITIVENESS OF MAJOR 
V. ACADEMIC REPUTATION 
W. QUALITY OF LIBRARY 
X. CLOSE TO WORK 
Y. DIVERSITY OF STUDENTS 
Z. VARIETY OF TUTORIAL SERVICES 
AA. COMPUTER QUALITY 
BB. STUDENT PERSONNEL SERVICES 
CC. REPUTATION OF ALUMNI/AE 
DD. 1ST CHOICE TOO COSTLY 
EE. STUDENT ACTIVITIES 
FF. CHILD CARE FACILITIES 
FEMALE MALE 
0 .401 4.296 
4 .234 3.958 
*1.182 4.034 
4.061 4.140 
*1.169 3.822 
4.040 3.757 
4.022 3.693 
3*928 3-799 
3-892 3.810 
3.949 3.556 
3.863 3.685 
3.811 3-725 
3.814 3.638 
3.829 3.614 
3-741 3.674 
3-674 3.716 
3.736 3.537 
3.696 3.584 
3.745 3-500 
3.752 3.420 
3.628 3.601 
3-678 3.477 
3.602 3.438 
3.510 3.407 
3-467 3.392 
3.524 3.301 
3-393 3.419 
3.446 3-301 
3.460 3.120 
3.313 3-395 
3.264 3-279 
3-013 2.595 
FIRST¬ 
TIME 
PRIOR 
4.353 4.370 
4.119 4.131 
4.065 4.225 
4.072 4.141 
3.946 4.194 
3.892 3.969 
3.818 4.034 
3.830 3-961 
3.78 2 4.011 
3.767 3-867 
3.733 3.897 
3-754 3.831 
3.708 3-810 
3.672 3-877 
3.729 3.676 
3-645 3.789 
3.673 3.615 
3.682 3-580 
3.621 3.704 
3.577 3.701 
3.547 3.756 
3.558 3-676 
3-504 3.591 
3.400 3.656 
3.376 3.571 
3.408 3.481 
3.344 3.550 
3-354 3.466 
3.287 3-514 
3-306 3-479 
3-312 3.167 
2.802 3.000 
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FACTORS OF INFLUENCE 
A. LOW TUITION 
B. CLOSE TO HOME 
C. COST AFTER AID 
D. TRANSFER PREP. 
E. HAD MAJOR DESIRED 
F. HELP FROM INSTRUCTORS 
G. COURSE VARIETY 
H. SMALL CLASSSES 
I. GENERAL ATMOSPHERE 
J. JOB OPPORT. AFTER GRAD. 
K. QUALITY OF TEACHING 
L. EXPERIMENT WITH COURSES 
M. ADMISSIONS STANDARDS 
N. FACULTY INTEREST 
O. EXPOSURE TO SIMILAR STUDENTS 
P. ATTRACTIVE CAMPUS 
Q. EDUC/VOC COUNSELING 
R. FINANCIAL AID 
S. SIZE OF THE COLLEGE 
T. SCHEDULING OF COURSES 
U. COMPETITIVENESS OF MAJOR 
V. ACADEMIC REPUTATION 
W. QUALITY OF LIBRARY 
X. CLOSE TO WORK 
Y. DIVERSITY OF STUDENTS 
Z. VARIETY OF TUTORIAL SERVICES 
AA. COMPUTER QUALITY 
BB. STUDENT PERSONNEL SERVICES 
CC. REPUTATION OF ALUMNI/AE 
DD. 1ST CHOICE TOO COSTLY 
EE. STUDENT ACTIVITIES 
FF. CHILD CARE FACILITIES 
LED NOT-ENROLLED ENROLLED NOT-ENROLLED 
TIONAL traditional NON-TRAD. NON-TRAD. 
4 .*172 4.226 4.222 4.367 
4.115 3.969 4.270 3.931 
4 . 1 27 4.113 4.153 3.929 
4.182 3.965 4.046 3.783 
3-922 3-919 4.277 4.250 
3-924 3.662 4.040 4.046 
3.862 3.719 4.035 3.962 
3.902 3.736 3.889 3.955 
3.907 3.640 3.864 4.039 
3.767 3.610 3.949 4.042 
3.744 3.536 3.966 4.154 
3.763 3.647 3-872 3.956 
3.792 3-685 3-675 3.741 
3.678 3.444 3.977 4.130 
3.771 3.722 3.602 3.526 
3.679 3.512 3.798 3.880 
3.632 3.603 3.692 3.909 
3.737 3.349 3.644 3.810 
3.591 3.602 3.754 3.864 
3.580 3.533 3.727 3.692 
3.519 3-489 3.828 4.077 
3.552 3.478 3.697 3.962 
3.490 3.370 3.664 3.708 
3.425 3.259 3.688 3.600 
3-483 3.206 3.521 3.300 
3-443 3-277 3.519 3.421 
3.409 3-343 3.424 3.500 
3.352 3.237 3.509 3-652 
3-321 3.136 3.610 3-381 
3-3 27 3.237 3-609 3.267 
3.251 3-189 3-372 3-438 
2.914 2.625 2.941 2.667 
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FACTORS OF INFLUENCE 
A. LOW TUITION 
B. CLOSE TO HOHE 
C. COST AFTER AID 
D. TRANSFER PREP. 
E. HAD MAJOR DESIRED 
F. HELP FROM INSTRUCTORS 
C. COURSE VARIETY 
H. SMALL CLASSSES 
I. GENERAL ATMOSPHERE 
J. JOB OPPORT. AFTER GRAD. 
K. QUALITY OF TEACHING 
L. EXPERIMENT WITH COURSES 
M. ADMISSIONS STANDARDS 
N. FACULTY INTEREST 
O. EXPOSURE TO SIMILAR STUDENTS 
P. ATTRACTIVE CAMPUS 
Q. EDUC/VOC COUNSELING 
R. FINANCIAL AID 
S. SIZE OF THE COLLEGE 
T. SCHEDULING OF COURSES 
U. COMPETITIVENESS OF MAJOR 
V. ACADEMIC REPUTATION 
W. QUALITY OF LIBRARY 
X. CLOSE TO WORK 
Y. DIVERSITY OF STUDENTS 
Z. VARIETY OF TUTORIAL SERVICES 
AA. COMPUTER QUALITY 
BB. STUDENT PERSONNEL SERVICES 
CC. REPUTATION OF ALUMNI/AE 
DD. 1ST CHOICE TOO COSTLY 
EE. STUDENT ACTIVITIES 
FF. CHILD CARE FACILITIES 
ENROLLED NOT-ENR. ENROLLED NOT-ENR 
FEMALE FEMALE MALE MALE 
<1 .Ml 8 9.392 9.391 9.190 
A.310 3.96 1 3.957 3-960 
* . 1 88 *».159 9.062 3.933 
9 . 1 1 0 3.867 9.178 9.000 
A . 1 80 9.130 3.828 3.800 
9 .090 3.830 3.787 3.652 
9 .086 3.776 3.671 3.771 
3.780 3.7 17 3.783 3.857 
3.926 3.758 3.893 3-699 
3-987 3.810 3.556 3.558 
3.890 3.750 3.711 3.587 
3*893 3.693 3.791 3.739 
3-838 3.731 3-632 3-659 
3-969 3.667 3.695 3.511 
3.763 3.659 3.660 3.717 
3.727 3-976 3.701 3-773 
3.763 3.638 3.9 86 3.719 
3*798 3.510 3.638 3.399 
3-799 3-730 3-9 87 3.598 
3-779 3.661 3.906 3.967 
3.632 3.615 3-591 3.632 
3.681 3.667 3.982 3-957 
3.629 3.511 3.992 3.929 
3.608 3.159 3.333 3.633 
3.556 3.193 3.909 3-333 
3.605 3.260 3.275 3-389 
3 . *• 1 6 3-311 3.910 3.997 
3-*173 3.351 3-299 3.310 
3.556 3-170 3.187 3.235 
3-398 3-095 3.381 3-938 
3.278 3.220 3-291 3.299 
3.105 2.722 2.629 2.500 
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fACTORS OF INFLUENCE 
A. LOW TUITION 
B. CLOSE TO HOME 
C. COST AFTER AID 
D. TRANSFER PREP. 
E. HAD MAJOR DESIRED 
F. HELP FROM INSTRUCTORS 
G. COURSE VARIETY 
H. SMALL CLASSSES 
I. GENERAL ATMOSPHERE 
J. JOB OPPORT. AFTER GRAD. 
K. QUALITY OF TEACHING 
L. EXPERIMENT WITH COURSES 
M. ADMISSIONS STANDARDS 
N. FACULTY INTEREST 
O. EXPOSURE TO SIMILAR STUDENTS 
P. ATTRACTIVE CAMPUS 
Q. EDUC/VOC COUNSELING 
R. FINANCIAL AID 
S. SIZE OF THE COLLEGE 
T. SCHEDULING OF COURSES 
U. COMPETITIVENESS OF MAJOR 
V. ACADEMIC REPUTATION 
W. QUALITY OF LIBRARY 
X. CLOSE TO WORK 
Y. DIVERSITY OF STUDENTS 
Z. VARIETY OF TUTORIAL SERVICES 
AA. COMPUTER QUALITY 
BB. STUDENT PERSONNEL SERVICES 
CC. REPUTATION OF ALUMNI/AE 
DD. 1ST CHOICE TOO COSTLY 
EE. STUDENT ACTIVITIES 
FF. CHILD CARE FACILITIES 
N ROLLED NOT-EN R 
RST-TIME FIRST-TI 
4.393 4.231 
4.185 3-914 
*l .06D 4.066 
*4-106 3.964 
3.938 3.975 
3.940 3.718 
3.866 3.667 
3.870 3.695 
3.830 3-632 
3.790 3.692 
3.789 3.549 
3-774 3.691 
3.721 3.670 
3.720 3-513 
3.736 3.707 
3.680 3-537 
3.661 3.7 11 
3-776 3.394 
3-47 1 3.658 
3.581 3.562 
3-542 3.565 
3.583 3.484 
3.515 3.464 
3-436 3.286 
3.435 3-194 
3.444 3.303 
3.315 3-431 
3-367 3.316 
3-361 3.078 
3-356 3.175 
3-320 3-289 
2.896 2.542 
ENROLLED NOT-ENR. 
PRIOR PRIOR 
4.375 4.3DU 
4.140 4.088 
4.262 4.063 
4.199 3.808 
4.224 4.061 
4.000 3.821 
4.020 4.107 
3.947 4.037 
4.007 4.035 
3.893 3.750 
3.868 4.071 
3.844 3.778 
3.818 3.774 
3-889 3.821 
3-690 3.608 
3.787 3.800 
3.630 3-542 
3.553 3.722 
3.713 3.654 
3.721 3.6 07 
3.748 3-793 
3-632 3.926 
3.609 3.500 
3.681 3.556 
3.622 3-333 
3.512 3-333 
3.626 3.167 
3.481 3.391 
3.512 3.522 
3.482 3-47 1 
3.202 3.000 
3.000 3.000 
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fACTQRS OF THFi^iFmfp; 
A. 
B. 
C. 
D. 
E. 
F. 
G. 
H. 
I. 
J. 
fC. 
L. 
M. 
N. 
O. 
P. 
Q. 
R. 
S. 
T. 
0. 
V. 
W. 
X. 
Y. 
Z. 
AA. 
BB. 
CC. 
DD. 
EE. 
FF. 
LOW TUITION 
CLOSE TO HOHE 
COST AFTER AID 
TRANSFER PREP. 
had major desired 
help from instructors 
COURSE VARIETY 
SMALL CLASSSES 
GENERAL ATMOSPHERE 
JOB OPPORT. AFTER GRAD. 
QUALITY OF TEACHING 
EXPERIMENT WITH COURSES 
ADMISSIONS STANDARDS 
FACULTY INTEREST 
exposure TO SIMILAR STUDEN' 
attractive campus ' 
EDUC/VOC COUNSELING 
financial aid 
SIZE OF THE COLLEGE 
SCHEDULING OF COURSES 
COMPETITIVENESS OF MAJOR 
ACADEMIC REPUTATION 
QUALITY OF LIBRARY 
CLOSE TO WORK 
DIVERSITY OF STUDENTS 
VARIETY OF TUTORIAL SERVICE 
COMPUTER QUALITY 
STUDENT PERSONNEL SERVICES 
REPUTATION OF ALUMNI/AE 
1ST CHOICE TOO COSTLY 
STUDENT ACTIVITIES 
CHILD CARE FACILITIES 
TRADITIONAL 
first-time 
'I -383 
.063 
*1.082 
*1.091 
3-88*4 
3.858 
3.796 
3.842 
3.776 
3.728 
3.680 
3.7 13 
3.720 
3.600 
3.749 
3.594 
3.628 
3.628 
3.576 
3.561 
3.491 
3.526 
3.466 
3.354 
3-372 
3.382 
3.329 
3.313 
3.260 
3.263 
3.282 
2.803 
NON-TRAD. 
first-time 
4.215 
*1.377 
3.982 
3.962 
4.250 
*1.055 
3.922 
3.767 
3.817 
3.963 
3.984 
3.964 
3.649 
4.018 
3.627 
3.897 
3.879 
3-904 
3.831 
3.645 
3.836 
3.710 
3.667 
3.605 
3.395 
3.533 
3.4 19 
3-525 
3-436 
3.593 
3.500 
2.800 
SOURCES OF Influence 
ALL RESPONDENTS 
A. FORMER STUDENT'S ADVICE 
B. ADVICE OF FAMILY MEMBERS 
C. CURRENT STUDENTS 
D. PROGRAM BROCHURES 
E. CATALOG 
F. FRIENDS 
G. COLLEGE GUIDES 
H. GENERAL KNOWLEDGE 
I. DCE BROCHURE 
J. FACULTY 
K. ADMISSIONS INTERVIEWS 
L. HIGH SCHOOL COUNSELOR 
M. OTHER NECC PUBLICATIONS 
N. NEWSPAPER- ADVERTISEMENTS 
O. ALUMNI OF NORTHERN ESSEX 
P. CONTACT WITH AID OFFICE 
Q. NECC REPS. AT HS 
R. CONTACT WITH COUNSELING 
S. NECC REPS AT COLLEGE FAIR 
T. HIGH SCHOOL TEACHERS 
U. CONTACT WITH ACADEMIC SUPPORT 
t responding 
"NOT CONSIDERED 
3.9814 HO . 2 
3-910 2H . 5 
3-873 28.5 
3.863 22.0 
3.862 22.5 
3.7H7 20.6 
3.7H7 30.1 
3.710 17.2 
3.680 5H.0 
3.626 H 9.8 
3.5H3 5H.9 
3.531 50.9 
3.529 H6.7 
3.H79 50.6 
3.H72 60.1 
3.H51 65.5 
3-322 76.8 
3-318 69. H 
3.289 77.0 
3.2146 55.1 
3.189 79.3 
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SOURCES OF TNFLUEHpp 
A. 
B. 
C. 
D. 
E. 
F. 
C. 
H. 
I. 
J. 
K. 
L. 
M. 
N. 
O. 
P. 
Q. 
R. 
S. 
T. 
U. 
FORMER STUDENT'S ADVICE 
ADVICE OF FAMILY MEMBERS 
CURRENT STUDENTS 
PROGRAM BROCHURES 
CATALOG 
FRIENDS 
COLLEGE GUIDES 
GENERAL KNOWLEDGE 
DCE BROCHURE 
FACULTY 
ADMISSIONS INTERVIEWS 
HIGH SCHOOL COUNSELOR 
OTHER NECC PUBLICATIONS 
NEWSPAPER ADVERTISEMENTS 
ALUMNI OF NORTHERN ESSEX 
CONTACT WiTH AID OFFICE 
NECC REPS. AT HS 
CONTACT WITH COUNSELING 
NECC REPS AT COLLEGE FAIR 
HIGH SCHOOL TEACHERS 
CONTACT WITH ACADEMIC SUPPORT 
enrolled NOT- 
ENROLLED 
traditi 
*1.027 3.811 3.890 
3.925 3.860 3.936 
3.910 3.790 3.893 
3.871 3.833 3.755 
3-859 3.879 3.778 3.782 3.629 3.691 
3.7*15 3-755 3.676 
3.708 3-721 3.633 3.695 3.621 3.387 3.662 3.953 3.979 3.526 3.630 3-350 
3.520 3.651 3.553 
3.552 3.993 3.992 
3.*158 3.559 3.320 
3.503 3.397 3.398 
3.525 3.083 3.375 
3-29*1 3.912 3-396 
3.305 3-368 3.222 
3.23H 3.957 3.220 
3.268 3.177 3.258 
3.259 2.875 3.031 
NON- 
TRADITIONAL 
* .217 
3.822 
3.980 
9.099 
9 .056 
3-906 
3.933 
3.885 
*1.103 
3.9*18 
3-916 
3-321 
3.626 
3.79*1 
3.700 
3.639 
3.125 
3.556 
3.625 
3.115 
3.6 56 
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£gUBCES QF INFI.hfhpf 
A. FORMER STUDENT'S ADVICE 
B. ADVICE OF FAMILY MEMBERS 
C. CURRENT STUDENTS 
D. PROGRAM BROCHURES 
E. CATALOG 
F. FRIENDS 
G. COLLEGE GUIDES 
H. GENERAL KNOWLEDGE 
I. DCE BROCHURE 
J. FACULTY 
K. ADMISSIONS INTERVIEWS 
L. HIGH SCHOOL COUNSELOR 
M. OTHER NECC PUBLICATIONS 
N. NEWSPAPER ADVERTISEMENTS 
O. ALUMNI OF NORTHERN ESSEX 
P. CONTACT WITH AID OFFICE 
Q. NECC REPS. AT HS 
R. CONTACT WITH COUNSELING 
S. NECC REPS AT COLLEGE FAIR 
T. HIGH SCHOOL TEACHERS 
U. CONTACT WITH ACAD. SUPPORT 
FEMALE MALE 
* .009 3.943 
3.993 3.778 
3.944 3.766 
3-977 3.670 
3.976 3.676 
3.800 3.667 
3.863 3.550 
3.77*1 3.609 
3.835 3.486 
3.737 3.460 
3.543 3.544 
3.582 3.455 
3.680 3.286 
3.606 3.274 
3.469 3.475 
3.533 3-308 
3.489 3.038 
3.342 3.278 
3-385 3.118 
3.315 3.143 
3.263 3.077 
FIRST¬ 
TIME 
PRIOR 
3.917 4.162 
3.937 3.872 
3.861 3-955 
3.826 3.938 
3.850 3.885 
3.708 3.876 
3.667 3.925 
3.635 3.896 
3.494 3.956 
3-502 3.853 
3.6 57 3.780 
3.537 3.577 
3.502 3.585 
3.382 3.688 
3.392 3.671 
3.454 3.443 
3.413 2.818 
3.269 2.806 
3.297 3.258 
3.263 3.228 
3.141 3.343 
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SOURCES OF infi.uencf 
A. FORMER STUDENT'S ADVICE 
B. ADVICE OF FAMILY MEMBERS 
C. CURRENT STUDENTS 
D. PROGRAM BROCHURES 
E. CATALOG 
F. FRIENDS 
G. COLLEGE GUIDES 
H. GENERAL KNOWLEDGE 
I. DCE BROCHURE 
J. FACULTY 
K. ADMISSIONS INTERVIEWS 
L. HIGH SCHOOL COUNSELOR 
M. OTHER NECC PUBLICATIONS 
N. NEWSPAPER ADVERTISEMENTS 
O. ALUMNI OF NORTHERN ESSEX 
P. CONTACT WITH AID OFFICE 
Q. NECC REPS. AT HS 
R. CONTACT WITH COUNSELING 
S. NECC REPS AT COLLEGE FAIR 
T. HIGH SCHOOL TEACHERS 
U. CONTACT WITH ACAD. SUPPORT 
ROLLED HOT-ENR 
DITIONAL TRAD. 
3-957 3-636 
3.963 3.856 
3.891 3.675 
3-7*6 3.779 
3.761 3.835 
3.729 3.573 
3 - 67 *4 3.683 
3.628 3.6*8 
3.380 3.*10 
3.509 3.350 
3-3** 3.375 
3.5*5 3.573 
3-500 3.*6* 
3.306 3-370 
3. * 28 3-293 
3. *33 3.080 
3-306 3.*83 
3.232 3.185 
3.182 3-333 
3.265 3.2*2 
3.115 2.667 
ENROLLED NOT-ENR. 
NON TRAD. NON TRAD 
*•195 * .316 
3.811 3.882 
3.975 * .000 
*.108 * .0A6 
*.055 * .063 
3-917 3.850 
3-909 * .050 
3.866 * .000 
*.113 *.053 
3.976 3.769 
3.86* * .21 * 
3.286 3-*29 
3.675 3.357 
3-7*7 * .000 
3.715 3.625 
3.760 3.091 
3.182 3.000 
3.*88 3.818 
3-*7* * .200 
3-300 2.500 
3.692 3-500 
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SPACES OF IHFi.iiPNCf; 
A. FORMER STUDENT'S ADVICE 
B. ADVICE OF FAMILY MEMBERS 
C. CURRENT STUDENTS 
D. PROGRAM BROCHURES 
E. CATALOG 
F. FRIENDS 
G. COLLEGE GUIDES 
H. GENERAL KNOWLEDGE 
I. DCE BROCHURE 
J. FACULTY 
K. ADMISSIONS INTERVIEWS 
L. HIGH SCHOOL COUNSELOR 
M. OTHER NECC PUBLICATIONS 
N. NEWSPAPER ADVERTISEMENTS 
O. ALUMNI OF NORTHERN ESSEX 
P. CONTACT WITH AID OFFICE 
Q. NECC REPS^. AT HS 
R. CONTACT WITH COUNSELING 
S. NECC REPS AT COLLEGE FAIR 
T. HIGH SCHOOL TEACHERS 
U. CONTACT WITH ACAD. SUPPORT 
ENROLLED NOT-ENR. 
FEMALE FEMALE 
4 .051 3.860 
**-0 32 3.859 
3.97 1 3 • 8 H 5 
*1.013 3.841 
3.996 3.889 
3 • 85*1 3.623 
3.876 3.823 
3.761 3.821 
3.887 3.618 
3.7*18 3.667 
3.526 3.621 
3.6 1 *1 3.500 
3.70*1 3.585 
3.589 3.676 
3.500 3-3*15 
3.62*1 3.15*1 
3.507 3.**35 
3-365 3.238 
3.3**8 3.500 
3-3*19 3-205 
3.3***l 2.933 
ENROLLED NOT-ENR 
MALE MALE 
3.991 3-708 
3-752 3.860 
3.818 3.579 
3.619 3.822 
3.62H 3-85*1 
3.677 3-625 
3.517 3-650 
3-621 3-568 
3.369 3.625 
3.520 3.231 
3.526 3.647 
3-38 2 3.656 
3.299 3.241 
3.236 3.393 
3.506 3-350 
3-368 2.900 
2.952 3-364 
3.200 3.529 
3.026 3.385 
3.1*15 3.138 
3.1 *10 2.778 
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S&UflCES OF INFi 
A. FORMER STUDENT'S ADVICE 
B. ADVICE OF FAMILY MEMBERS 
C. CURRENT STUDENTS 
D. PROGRAM BROCHURES 
E. CATALOG 
F. FRIENDS 
G. COLLEGE GUIDES 
H. GENERAL KNOWLEDGE 
I. DCE BROCHURE 
J. FACULTY 
K. ADMISSIONS INTERVIEWS 
L. HIGH SCHOOL COUNSELOR 
M. OTHER NECC PUBLICATIONS 
N. NEWSPAPER ADVERTISEMENTS 
O. ALUMNI OF NORTHERN ESSEX 
P. CONTACT WITH AID OFFICE 
Q. NECC REPS. AT HS 
R. CONTACT WITH COUNSELING 
S. NECC REPS AT COLLEGE FAIR 
T. HIGH SCHOOL TEACHERS 
U. CONTACT WITH ACAD. SUPPORT 
enrolled not-enr. 
IRST-TIME first 
3.990 3.620 
3.980 3.805 
3.902 3.676 
3-811 3.867 
3.831 3-918 
3.753 3.536 
3.648 3.718 
3.607 3.67 1 
3.515 3.421 
3.556 3-282 
3 • *100 3.464 
3.541 3.527 
3.497 3.519 
3-340 3.435 
3.437 3.244 
3.508 3.192 
3.411 3.419 
3.230 3.400 
3.241 3-438 
3.297 3.167 
3.241 2.750 
ENROLLED NOT-ENR 
PRIOR PRIOR 
4.108 4.208 
3.796 4.040 
3-928 3-720 
3-978 3.720 
3-911 3.727 
3.838 3.920 
3.936 3.875 
3.878 3.862 
3-947 4.000 
3.842 3-929 
3.756 3.889 
3.421 3.875 
3.659 3.222 
3.656 3.842 
3.645 3.876 
3-569 2.800 
2.737 3-333 
3.451 3.250 
3.214 3.667 
3.135 3.250 
3-320 3.250 
£QURCES OF infi HFMTFT 
A. 
B. 
C. 
D. 
E. 
F. 
G. 
H. 
I. 
J. 
K. 
L. 
M. 
N. 
O. 
P. 
Q. 
R. 
S. 
T. 
U. 
FORMER STUDENT'S ADVICE 
ADVICE OF FAMILY MEMBERS 
CURRENT STUDENTS 
PROGRAM BROCHURES 
CATALOG 
FRIENDS 
COLLEGE GUIDES 
GENERAL KNOWLEDGE 
dce brochure 
faculty 
ADMISSIONS INTERVIEWS 
HIGH SCHOOL COUNSELOR 
OTHER NECC PUBLICATIONS 
NEWSPAPER ADVERTISEMENTS 
ALUMNI OF NORTHERN ESSEX 
CONTACT WITH AID OFFICE 
NECC REPS. AT HS 
CONTACT WITH COUNSELING 
NECC REPS AT COLLEGE FAIR 
HIGH SCHOOL TEACHERS 
CONTACT WITH ACAD. SUPPORT 
TRADITIONAL 
first-time 
3.850 
3-938 
3.823 
3.758 
3.810 
3.659 
3.656 
3-590 
3.293 
3.442 
3.347 
3.549 
3.495 
3.344 
3.381 
3.3 57 
3-439 
3.189 
3.269 
3.271 
3.047 
non-trad. 
first-time 
4.289 
3.929 
4.059 
4.111 
4.058 
3.939 
3.73 2 
3.804 
3.759 
3.862 
3.676 
3.273 
3.548 
4.077 
3.476 
3-923 
3.000 
3.737 
3.714 
3.091 
3.714 

